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Tomorrow's Sales to Mining 


That’s why it pays to advertise regularly every one of your products 





for which there is a market in mining. 





Thus, a TOTAL OF 10 YEARS AND MILLIONS OF DOLLARS 
WILL BE EXPENDED TO DEVELOP ONE MINE. Over that time 
thousands of items of machinery, equipment and supplies will 
be specified and purchased. Advertise now to make sure of 


tomorrow's business! 
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Ten cents per thousand would be a high price 
to pay for readers... 

if they did not have the means or the authority 
to buy the product you advertise. 

By augmenting its paid circulation with a 


ra 


unique plan of Directed Distribution. 

MACHINERY offers its advertisers concentrated coverage 
of the readers who are responsible for the bulk of metal- 
working purchases. 

Write for our latest CIRCULATION ANALYSIS, 

a sworn statement which describes the metalworking 
market in detail, and gives a complete breakdown 

of vM ACHINERY’S coverare of the field. It shows 

why you should base your selection of metalworking 
publications, not on rate per thousand, but on 

rate per thousand buying influences. 


MACHINERY 2... 


INDUSTRIAL MARKETING, July, 1948 












yf 


an 


roving Ground on How 





THESE FACTS — PROJECTED — GIVE YOU THE COUNTRY-WIDE PICTURE 
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This city of 140,000 — recently surveyed 
by AMERICAN ARTISAN — is proof again 
that MOST of the available business in the 
warm air-sheet metal market is concentrated 
in the hands of relatively few KEY dealers 
and contractors. 


The ARTISAN survey shows that now 
doing business in Erie are a total of: 


38 independent residential air conditioning 
and warm air heating dealers, 
18 sheet metal contractors, 
5 warm air-sheet metal wholesalers. 


Yet only 6 of the 38 warm air heating 
dealers and only 4 of the 18 sheet metal 
contractors account for the major share of 
all the warm air-sheet metal work handled 
in Erie today. 


The 6 key dealers sell 15 different furnace 
manufacturers’ lines. 4 of these 15 lines are 
wholesaled locally to these 6 dealers. 11 lines 
are sold direct. 


PRACTICALLY 100° COVERAGE OF KEY MEN 
The ARTISAN’s total paid circulation in 
Erie is 26. 


In this 26 total are paid subscribers from 
EVERY ONE of the 6 top-producing warm 


KEENEY PUBLISHING CO. 


6 N. MICHIGAN, CHICAGO 2 


AIR CONDITIONING HEADQUARTERS 


Also Publishers of Heating, Piping & Air Conditioning for Industrial Field 





; 4 DB st in number of exclusive accounts 
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air heating dealers; from EVERY ONE of the 
4 top-producing sheet metal contractors; and 
from 4 of the 5 wholesalers. 


Here, by any yardstick, is an outstanding 
circulation job seldom equalled by any ABC 
paper in any field. 


And, as this series of advertisements demon- 
strates, it’s the same story country-wide ... 
in every community the ARTISAN each 
month delivers as readers the most desirable 
sales outlets for any manufacturer marketing 
any product this field can use. 


YOU BELONG IN THIS NUMBER ONE BOOK 

AMERICAN ARTISAN is alert to market 
trends, tailoring its editorial and circulation 
efforts to the “picture” as it currently exists. 


If you wish to sell this tremendously large 
and ever-expanding market, here’s your 
NUMBER ONE PAPER for creating an ac- 
ceptance of product and company, for getting 
new dealers, for KEEPING present dealers 
sold on your line. 


Call in our nearest representative. He is 
a market specialist who has helped many 
newcomers to our specialized field get started 
on the right track. 






ABC and ABP 








HOW 
ADVERTISERS 
to business 


and industry 
CAN GET MORE 
FOR THEIR 
MONEY 





GIMPLY advertise in the publication that 
concentrates on the men who count 


most. 
Journal, of 


That’s The Wall 


It delivers more decision-makers 


treet 
course. 
per dollar. And it delivers them with a 


minimum of wasted circulation. 


Of equal importance to the advertising- 


wise, budget-conscious: 


The Wall Street Journal not only covers 


the key men—it covers them effectively. 


Management men study it, rely on its 
up-to-the-minute reporting and interpreta- 


tion of business news. 


It’s used day in, day out on the job 


where the decisions are made. 


So, it’s natural that this only national 
business daily has a reader traffic average 
And one of the high- 


of 75.6% per pare. 


est renewal rates of any publication. 


Circulation has more than tripled in 


the last six years. Total readers now: 


222,641. 
It's a buy, with 26 dominant advertise- 


ments costing but $15,930. 


If vou advertise to business, The Wall 


Street Journal should head your list. 


THE 
WALL STREET 


JOURNAL 


The \ LY National Bu ine Dail 
$s $s y 


44 Broad Street” 











Advertising Civil War 
Minnesota Ys. Louisiana 

To THE Epitor: In the midst of 
preparing a campaign for our client, 
Hevi Duty Electric Company, we 
were interested in seeing the story 
of the controversy between Mr. 
James A. Clark of the Minnesota 
Department of Research 
and Development and Mr. Walker 
Saussy who handles the Louisiana 


Jusiness 


campaign. 

The attached 
low) appeared in June issues of Steel 
and Metal Progress takes an en- 
tirely different slant on the problem. 
We are not mentioning fuel short- 
ages. We like to feel that the mod 
ern advertising method of telling 
your better ap- 
proach. We're selling the power that 


advertisement (be- 


own story is the 
is necessary to operate our client's 
product and we're trying to make 
electric power just as attractive as 
resorting to the 
“shortages.” We 


we can without 


negative side of 
believe this type of advertisement 
will have a better reception with 
business leaders in all geographical 
locations Howarp D. Camo, 
Scott-Telander Advertising Agency, 


Milwaukee. 








Promotes Advertising 
"ID" Tests 

To THE Epiror: Believe it or not, 
when I saw F. B. Stubinger’s article 
in the April issue of INDUSTRIAL 
MarKETING I quickly tested my ad- 
vertising “IQ” by checking page 53 
and I was rather surprised to find 
that, with one exception, my choice 
was the same as a sales representa- 
tive. 

Why wouldn’t it be possible for 
INDUSTRIAL MARKETING to make 
up a chart, taking the ads of some 
of the leading industrial advertisers 
and submit them to a group of ad- 
vertising and sales executives and 
find out how far apart they are in 
their judgment concerning the ef- 
fectiveness of the ad. Of course, 
you would have to be careful not 
to use the same kind of material 
that the Copy Chasers comment on, 
but to me the idea offers all kinds 
of possibilities for a cross-index on 
the effect of some of these ads to 
the key men in our organization and 
[ certainly would include the pur- 
O. Wirt, 
Promotion  Dept., 
West Chester, Pa. 


chasing agent in this.—A. 
Mer., 


Schramm, Ince., 


Sales 


HEVEI DPLTY ELECTRIC COMPANY 
erat vecevees reeweces MEWIOBUTY cicceare caccesirecr 


OOT THE FeRwSTORETES CORETOET Cotetat etancarees 
MEL WAHRER §. WERC@A REN 
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To reach the oil man who can buy your products 
specialize your ads and use these 


| SPECIALIZED OlL 
| PUBLICATIONS 


} CIoarE- 


TKE $1,220,000,000* YEARLY PRODUCING INDUSTRY MARKET 
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WORLD OllL— monthly: (Est. 1916 as The Oil Weekly) . . . Edited specifically 

for drit!ing-producing-pipeline men . . . 93% known buying power coverage 

ABC circulation highest in 31 year history . more exclusive producing subscribers 
\ than any other oil paper No waste refining circulation . . . Specialized editorial 


content insures consistent value to oil producing readers and increases effectiveness 
for advertisers to this exclusive market 


THE COMPOSITE CATALOG: Recognized world-wide as the most effective 
medium for putting oil country catalog data into hands of men who buy and 
specify equipment Distributed to 98% of the buyers of oil field equipment 

Over one and one-half billion dollars of equipment will be bought from the 
rrent 4416-page edition 


rg MARKET NO. 2 | 


THE $930,000,000; YEARLY REFINING INDUSTRY MARKET 


PETROLEUM REFINER—monthly: Edited specifically for the oil refining industry, 
including petrochemical engineering, petroleum synthetics, and natural gasoline 
ABC circulation highest in history more exclusive refining subscribers than 
any other oil paper No waste drilling-production-pipeline circulation 
Specialized editorial content insures consistent value to oil refining readers, and 
increases effectiveness for advertisers to this exclusive market. 


THE REFINERY CATALOG: Recognized world-wide as the most effective medium 


* Forecast by WORLD OIL ee 2 
pETROLEUY . 
H REFINER 





<z7mz—nmwsz 


for putting refining equipment catalog data into the hands of men who buy and 
specify . . . distributed to 99% of the buyers of refinery equipment, as specified 
by the oil refining companies themselves each year . It is in constant use by both 


buyer and seller as each knows that the other has the catalog handy 


t Includes domestic and foreign. Forecast by PETROLEUM REFINER 


THE GULF PUBLISHING COMPANY re 10d oY 
PO. BOX 2608 @® HOUSTON, TEXAS @ U.S.A. to > 
New York e Cleveland e Chicago 








Tulsa . Los Angeles ° London 











“Metals Review has come 
into its own. I found my- 
self turning the pages of 
the March issue very care- 
fully to make certain I 
didn’t miss a trick—all of 
which I think should tell 
you that many others will 
do the same with every 


new issue. 


Aouest, We didut 
Dream this Up! 


@ It's the comment of a v.p. in an 
important Rochester firm. He is talking 
about the new makeup and the fine coated 


paper stock of Metals Review. 


There have been quite a number of let- 
ters similar to this coming across the 
Editor’s desk, and we would like to show 
you some of them. Not to get a pat on 
the back, but to prove that Metals Review 
in the metal 


is creating quite a stir 


industry. 


WITH REASON, TOO! 

It is a monthly magazine that gives edi- 
torial service every issue to every branch 
of the metal industry. It reports under 
27 editorial classifications every new pub- 
lished development on metals, their pro- 


luction, fabrication, processing, design 


and application. 


Your market in the metal industry gets 
regular editorial attention, and your ad- 
alongside this 


vertising can be placed 


editorial service for timely visibility 


among 21,236 metal engineers. 


Big editorial feature in the July issue is 


heat treating. In August, welding. 


Wire collect today for details. 
SS 


Metals 


7301 Euclid Avenue 


Cleveland 3, Ohio 


Review 






























Refractories Industry 
Sees New Demand 
From Atom Plants 


Three major developments point 
up a new era for the refractories 
industry. These are: (1) cheap oxy- 
gen, (2) jet propulsion and, (3) 
atomic energy. 

What importance each will ulti- 
mately assume in our economy is 
still a matter of conjecture, but it ‘s 
certain that their success hangs on 
the ability of the refractories indus 
try to produce the special high 
temperature materials required. 

Cheap oxygen will mean higher 
temperatures and increased produc- 
tion for heavy industry because oxy 
gen enriched fuels burn hotter and 
faster. 

hus far the use of oxygen has 
limited to open hearth 
but there is every reason to believe 


heen steel, 
that it will eventually extend into 
every other high temperature indus 
try 

Present day refractories, avail- 
able at a cost which would justify 
their cannot withstand the 
severe treatment encountered where 
Therein lies the 


use, 
oxygen is used. 
basis for a whole new branch of the 
refractories industry. A branch 
based on research and development 
now proceeding at full speed. It is 
believed that the refractory pro 
duced will be a much improved and 
cheaper basic brick than can now 
be manufactured. 

Jet propulsion 
unique operating conditions, vary- 
ing, of course, with the type of pro 
pulsion device, which must be mas- 


poses a set of 


tered by some refractory material. 
Before the production of all types 
of jet aircraft can become a large 
scale actuality, this material and 
methods for forming and processing 
it, must be discovered and manu fac- 
tured on a corresponding large 


scale. 


A review of conditions within industries which influence 
industrial marketing procedure, by business paper editors. 


The refractory contemplated for 


jet use, an application radical from 
any previously encountered, is very 
different from any other refractory 
previously manufactured by the in- 


dustry. Such materials as refractory 


grains bonded with combustible or- 
ganics and pure oxides bonded with 
metal or graphite are being investi- 
gated. Forming with the aid of lub- 
ricants and by such new methods as 
rubber 


hydrostatic pressing in 


molds are being attempted. 


This new phase of the industry, 
generated by jet propulsion, will be 
characterized by new methods and 
careful control requiring the use of 


more, better and newer 


machinery, equipment and control 


devices. 
Atomic 
either elect rical or 


energy in the 


heat industrial 


energy is highly probable in the near 


future. Because the materials in 


volved in the process are similar. if 
not identical, to those used in the 


production of atomic 
process 1s more or less shrouded in 
secrecy. 

lor this reason it is not widely 
known what the properties of re- 
fractories are which will be required 
to contain the heat generated in the 
pile, which will carry molten-metal 
or gaseous heat mediums and from 
exchanges will be con- 
however, 


which 
structed. It is assumed, 
that very high temperatures can be 
developed. Possibly refractories will 
have to be non-radioactive. A host 
of other special characteristics 
might have to be developed to meet 
certain conditions. 

sut when atomic energy power 
plants begin to spring up, every one 
will be built largely, perhaps wholly, 
of special refractory materials. So 
far, the industry has not been asked 
to produce them but in the near 
future an expanded segment of it 
may manufacture nothing but 
atomic power refractories.—J. W 
Wrikrnson, Field Ceramic Engi- 
neer, Brick and Clay Record. 
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Advertising in a Changing Economy 


ROADLY SPEAKING, | the 

challenge to advertising is no 
different than the challenge to man 
agement, to engineering, to sales, to 
production. 

They all have the same problem. 
It's simply this: How are we going 
to keep a labor force 25% greater 
than before the war in full employ 
ment, at wages that will permit an 
improved standard of living, and at 
the same time, make enough money 
to pay higher taxes, a compensatory 
return on capital and have enough 
left over to expand the business? 

That problem doesn’t belong to 
management alone—every function- 
ing element of business has this 
challenge before it. It is the objec- 
tive by which the performance of 
everyone of us will be measured 
Only to the extent that advertising 
can pull its oar in the race for this 
objective will it be justified. 

Rumblings have been heard 
umong industrial advertising men 
that management has, in certain 


Conf 


nstances, been shortsighted in 
lashing advertising budgets. Maybe 
here have been such instances but 
‘t me ask you a question or two. 
Vho really was to blame? Was it 
lanagement or was it the adver- 
tising departments? 

When for one reason or another 
xpenses have to be cut, the reduc 
ons are made first where manage- 
ent feels it will be hurt the least. 
f advertising is one of the first 
o suffer, it is because the advertis- 
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By DON G. MITCHELL 
President 
Sylvania Electric 
New York 


Product 


ing budget is vulnerable as the re 
sult of insufficient factual evidence 
ot proof. 

When those budgets were pre- 
pared, did the advertising depart- 
ments have a broad overall concept 
of the business and its problems? 
Did adyertising offer a program that 
was in harmony with company ob- 
jectives’ Did the advertising depart- 
ments have a program that would 
help their companies solve their 
problems? Were the advertising 
budgets the result of planned pro- 
grams or were they based on some 
percentage ratio to last year’s ex- 
penditures or even to some antici- 
pated volume of sales, or were they 
purposely made high because some- 
one felt that whatever figure was 
asked for would be cut? 

Except for emergencies, no man 
agement that is worthy of the name 
will ever slash your advertising bud- 





Here is plain talk from top manage- 
ment .. . from an outstanding indus- 
trial president who came up via the 
advertising-sales route. Don Mitchell's 
"Challenge" offers provocative ideas, 
and help, on such subjects as: 

Advertising appropriations 

Sales and management relations 

Employe and public relations 

Proof of results 

Maintenance of prosperity 

Advertising and market research 

Efficient space selection 

Procurement of capital 

Market expansion 

The keynote address of the NIAA 
conference can well start a "chain 
reaction" in your own company. 





get if it can be justified. If you can 
show management a program that 
is in harmony. with the company’s 
objective, and can prove that the 
goal will be reached in the manner 
you propose without excessive cost, 
you won’t have any trouble even if 
you ask for more than you ever 
spent before. 

Jobs as a rule are as big as the 
men in them. Big men make big jobs. 
I was told the other day that the 
reason there were not more big men 
in industrial advertising was be- 
cause management did not hire big 
men for that job. I know that in- 
dustrial advertising has lagged be- 
hind consumer goods advertising in 
attracting men looking for oppor 
tunity, position and money. Manage- 
ment didn’t make those opportuni- 
ties. They were created by adver- 
tising men themselves who proved 
the worth of their product. If indus- 

(Continued on Page 124) 
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The Effectiveness 
of Business Paper Advertising 





MANAGEMENT demands facts, not opinions and hopes, when approving 
major expenditures. To give management and sales force facts with which to 
appraise business paper advertising, G. Reed Schreiner, advertising manager, 
U. S. Steel Corporation (Del.), prepared a sound-slide film on "The Effectiveness 
of Trade Paper Advertising" with the help of BBDO, Pittsburgh. Intended pri- 
marily for use within the corporation, the film had enthusiastic reception in half 
a dozen private showings before presentation at the NIAA conference. 
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turnover in executive 
personnel 


0 
U. S. STEEL USES the concept of ‘mechanized selling" to educate managements and salesmen 
of subsidiary ‘contract’ companies on how advertising fits into the scheme of selling. Today, 
in keeping with the fast-moving tempo of modern business,’ the narrator explains, "sales man- 
agement uses advertising to help accomplish the first three steps, thus permitting the salesman 
to concentrate his specialized efforts on steps four and five.” SCHEMATIC ORGANIZATION 
chart (below) portrays the estimated 40°%, executive turnover among Steel's customers during 
the last six years, and dramatizes advertising s first job, to establish contact with the many 
important people other than purchasing agents that salesmen seldom or never see. “This group 
of important people is not a static group . . . but a constantly changing one .. . The people 
we educate to prefer our products don't stay put . . . Our salesmen don't know them .. . 
They aren't on our mailing lists .. . And yet they are important to us . . . The principal burden 
falls on business paper advertising, particularly with reference to the problem of contact." 
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By G. REED SCHREINER 
Advertising Manger 
U. S. Steel Corp. of Del. 


N COMPETITIVE selling, the 

salesman has the right to expect, 
and management has the obligation 
to provide, every possible effective 
sales tool that will help secure the 
customer's name on the dotted line. 

One such tool, in almost universal 
use today, is advertising. The use of 
this tool by the United States Steel 
Corporation, or any other industrial 
company, should not be based on 
such general acceptance, but rather 
on the specific contribution adver- 
tising can make to the attainment 
of our sales and management ob- 
jectives. 

To appraise properly the effec- 
tiveness of our advertising, it is es- 


Conf 


sential that we understand the basic 





process of selling, and how adver- 
tising fits into the scheme of things. 
Only when we know what we ex- 
pect it to accomplish can we decide 
whether or not it is doing its job. 
It is generally agreed that there 
are five steps which must be taken 
to consumate a sale. These are: 
1. Contact the pe yple who direct- 
ly or indirectly control the 
buying. 
Arouse interest in the product. 


? 
3 preference for the 


C reate 
product. 
4. Present a specific proposal, 
applying the product to the 
prospect’s problems, and 
Close the order. 

In the early days of selling, the 
salesman these five 
himself. Time then was not as preci- 


ty 


covered steps 
ous as it is now. 

Today, in keeping with the fast- 
moving tempo of modern business, 
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sales management uses advertising 
to help accomplish the first three 
steps, thus permitting the salesman 
to concentrate his specialized ef- 
forts on steps four and five. 

For many years United States 
Steel, like other progressive organi- 
zations, has been using advertising 
to assist in accomplishing the first 
three steps in selling.. Exhibits, mo- 
tion pictures, product literature, di 
rect mail—in fact, practically all 
forms of advertising have been 
used 

The largest share of our budget 
has been assigned to business paper 
advertising because we believed it 
to be the most effective means of 
blanketing a majority of our mar- 
kets. 

The advertisements of VU, S. Steel 
Subsidiaries appear currently in 
some 150 industrial magazines. This 
is a sizable program and represents 
a major annual expenditure. It is 
very desirable, therefore, to know, 
rather than guess, if this expendi- 
ture is bringing commensurate re- 
turns. To appraise properly the ef 
fectiveness of our business paper 
advertising, we must first state our 
problem and define our objective. 

Let's go back to that first step in 
the procedure of making a sale... 


Do you read the advertising in 
industrial magazines regularly | 
ond with interest? 
B6% 


Yes 
No 






1¢% 


Would the elimination of 
advertising in these 
magazines be a loss or a gain? 


Loss 967. 
Gain} 47 


Are you conscious of our 
advertising? 


Yes 85% 
No IS% 








Of those who said "yes" 90% commented thet 
our advertising had been interesting and helpful 





SARNEGIE-ILLINOIS wanted to see how its 
ustomers and prospects react to advertis- 
1g. The company mailed 251 questionnaires 
2 a good cross-section of industrial custom- 
ors and prospects, largely presidents, vice- 
residents and purchasing agents in the 
ndianapolis sales district. 41%, replied. 
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MOST EFFECTIVE slides in Steel's film presentation to management and sales 
revealed extent of business paper subscriptions among industrial buyers and 
other officials. Eleven USS subsidiaries each submitted a list of three customers 
—one large, one medium, and one small—with the names of those persons in 
each company on whom their salesmen call. Major business papers carrying 
USS advertising supplied the names of their subscribers in these 33 companies. 
This is what a cross-check of direct sales contacts against magazine subscribers 


revealed: 


@ At Oil Company "A", National Tube salesmen call on six people. Every one of these 


six and 204 others, a total of 210, subscribe to magazines that carry USS advertising. 


At Air Conditioning Company ''B", Carnegie-illinois salesmen contact four important 
officials. These four and 103 other people subscribe to papers U. S. Steel advertises in. 


At Barge Company "'C"', a much smaller company, American Bridge salesmen see two 
individuals. Magazines carrying USS advertising reach these two men and three others, 


or five in all. 


At Metalworking Company ''D'’, American Steel & Wire has seven sales contacts. 
Industrial publications in which USS advertises reach five of these seven, along with 
29 others, a total of 34. (The two who do not subscribe are listed as ‘buyers.’ They 
probably read pass-along copies of publications subscribed to by the purchasing agent. 


At Steel Company "E", Columbia Steel salesmen call on eight people. The business 
papers in which USS advertises reach these eight, plus 76 others, 84 people in all. 


At Oil Producer ''F'’, Oil Well Supply salesmen call on three persons. Here the busi- 
ness paper score includes these three plus 15! others, a total of 154. 


At Small Hardware Company "G", Tennessee Coal & Iron has three sales contacts. 
Industrial magazines used by USS reach these three men and two others, a total of five. 


At Refrigerator Manufacturer "H", a typical customer of several subsidiaries, there 

are 67 subscribers to industrial magazines that publish USS advertising. They are 

the president, six vice-presidents, the general manager, the director of purchases, 

the purchasing agent, the director of research, six superintendents, the chief engineer 
. and 49 others! 





contact the people who directly or 
indirectly control the buying. 

Our first reaction is to claim that 
we already know who these people 
are. Don’t our salesmen contact the 
purchasing agents of all the major 
steel users’ Yes, they do. But there 
are many other important people 


whom our salesmen seldom or nevet 
see . . . people who exert consider 
able influence on buying. 

And this group of important peo 
ple is not a static group... but a 
constantly changing one. Conserva- 
tive estimates place the executive 

Continued on Page 46) 
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PIED TYPE on association seal escaped 
NIAA officers as they posed for opening of 
Baltimore conference. The “N" and “I” 
were righted on second day. Officers, |. to 
r., seated, included Canadian vice-president 
William A. Bates, president Wm. A. 
Marsteller, former chairman Arno O. Witt, 
executive G. Wiley. In 
rear, vice-president Bennett W. Chapple, Jr. 
secretary-treasurer W. D. Crelley, and vice- 
presidents Edward N. Hurlburt, Harry G. 
Hoffman and Bernard Dolan. 


secretary Blaine 


DAM AND EVE established 
. the fact that the human race 
would consist of males and females 

Not too long after that basic prin 
ciple was established, it probably 
became apparent that the market 
place would be peopled with those 
who sell and those who buy. And it 
is the buyers we are concerned with 
today 

You and I know that orders re 
sult (1) when sellers seek and find 


> 


buyers; or (2) when buyers seek 


and find sellers. On the surtace, it 
seems as simple as that 

Yet, most of the published studies 
of industrial marketing have treated 
entirely with advertising and per 
sonal selling techniques used by sell- 


ers to locate buyers and to induce 





them to buy 

And these studies have been con 
from the 
which had 


ducted viewpoint of a 


medium something to 
sell. Thus, for justifiable reasons 
the emphasis has been on selling 
And we do not overlook the fact 
that these studies added another cu 
bit to the sum total knowledge of 
marketing 

Your approach to 


this assignment was not dictated by 


committee's 
a desire to sell to determine the 
influence of advertising . . . or to 
measure its results. We were inter 
ested in probing purchasing motives 
and in finding out how a buver who 
is going to buy (because he has to) 
goes about selecting the seller who 
will get his order 
Incidentally, our reference to 
“buyer” is in the broad general cor 
porate sense and not individuallv as 
in the case of a purchasing agent 
Early in 1947, at the direction of 
the NIAA headquarters advisor 
committee, a proposal from Chaun 
Williams was submitted to 
the NIAA board of directors for 
consideration and decision 


cev L 
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How Industrial Buying 
ls Done 


A report on the NIAA Industrial Buying Research Project 
By W. D. CRELLEY, manager merchandising department 


Venera 


Mr. Williams, vice president of 
F. W. Dodge Corporation and gen 
eral manager of Sweet's Catalog 
Service, proposed that his firm 
would underwrite the costs involved 
in determining the feasibility of an 
NIAA-sponsored research project 
on industrial buying practices. 


After consideration by your 


hoard of directors, it was decided 


Electric X-Ray Corporation 


Milwaukee 


to accept Mr. Williams’ proposal. 
On September 15, 1947 at the board 
meeting a committee was author- 
ized. The members of this commit- 
tee are: George J. Callos, Klau-Van 
Pietersom-Dunlop Associates; 
Francis J. Juraschek, Carnegie-Illi- 
nois Steel Company; Erwin H. 
Klaus, market research consultant ; 
Forrest U. Webster, marketing con- 
(Continued on Page 54) 
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Streamlined Medicine Shows 
Help Westinghouse Deliver 
Concentrated Sales Stories 


i 2 


alae 





Here’s how Westinghouse puts across an average of a sales talk a day 
to a hundred prospects. There’s flood lights and movies but it’s still a 
Medicine Show—one of the World’s oldest merchandising techniques. 





ee BINT OE ore 








SHOW STARTS with Monty's introduction of the Westinghouse quartet. In talk on his 
Medicine Show" technique, Monty demonstrates how he handles stage props shown above: 
drapes, screen, display board, staging, lights and sound systems. AT TOP OF PAGE—Old- 
time type and layout is used in the red, white and blue broadside that "brings in the crowds." 


ERE’S a technique that indus Sut in Westinghouse’s central dis- 
trial advertising and sales pro- trict we have taken this annoyance 
notion men might consider as a and made a useful thing of it. 
plus. It doesn’t take the place of There are scores of local chapters 
lirect mail, advertising, exposition of engineering societies throughout 
or displays. Instead it is an addi- the country. The members of these 
onal activity that turns a headache societies are men usually occuping 
nto first-class promotion. positions which mean they buy our 
Most industrial organizations are products or they are an influencing 
sked for technical speakers to ad- factor. These men want meeting 
ress meetings. Too often companies programs that contain professional 
end out speakers who deliver and technical information, and they 
upers in a dry and uninteresting are always looking for qualified 
anner, and whose talks are not il- speakers. 
istrated or visualized for an This seemed to us to be a real 
idience. The whole thing is fre- audience for sales promotion. Here 
1ently just an annoyance to a busy vou have a chance to present a 
lvertising man. concentrated sales message, two 
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By MONTY MONTAGUE 
Sales Promotion Manager 
Westinghouse Electric Corporation 


hours in length, without interrup 
tion or distraction. And all you have 
to do to get a chance to make this 
sales talk is to be educational and 
entertaining. 

We hit on the idea of a stream- 
lined Medicine Show. A show built 
around theatrical eye catchers . 


entertainment ... humor... pathos 
. emotional and sentimental ap- 
peals .. . all rolled up with hard 


hitting selling. 

A good many people in our or- 
ganization shudder at the idea of a 
Medicine Show and at the program 
notices we supply sponsors. For our 
folks are very conservative people 
who think that these circusy type 
broadsides are not quite in keeping 
with the dignity of the company. 
But we do it anyway because these 
red, white and blue announcements 
are what turn out crowds of engi- 
neers. 

Our method of planning the 
shows means a lot of work done in 
advance. Each summer we get or- 
ganized, doing about the same thing 
as a circus does in winter quarters. 


Corfe Keon 


I get together the men who will par- 
ticipate in our shows in the coming 
fall, winter and spring months. We 
gather our material—Fritz Lohman 
writing scripts and producing slides 
and meeting notices. Bob Morgan 
acts as projectionist and general as- 
sistant in conducting the shows. We 
lay out the rough scripts, produce 
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our visual material, get demonstra 
tors, and rehearse the speeches 


After we have a number of shows 
ready to announce we get up a 
broadside which describes them. In 
August the piece is mailed to all the 
officers and program committee 
chairmen of the companies in ou! 
customer clientele group. Our sales 


men give them out. too. In each 


ecard for an\ 
It has 


broadside is a post 
interested person to mail in 
space for him to indicate what pro 
grams he likes, size of his group and 
prefer red and alternate dates. Afte1 
ret these cards back they are 


‘ 
~ 


we 
sent to local offices where a sales 
man contacts the man who sent it 


in and further discuss the program 


The salesman helps him fill out a 
request tor speaker rorm atte 
program ind dates have been se 
lected. On the form he also indicates 
the kind of an audience that will be 
there, time of day, time allotted for 
the program whether it will be a 
dinner program, etc. On the bac! 
ot the tort pace tor a lavout ot 
the hall. We must know the ceiling 
height size ot the s age ind ele tri 
powel ivailable | c interested pel 
son signs the torm, turns it over to 


SPOTLIGHTED 


Left, Monty Montague is center of attention as he tells how to ge! 


attention. And, behind the scenes, lower right, Monty stands on stack of 
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speaker improves presentation 


our salesmen. who gets his local 


tad 


manager's approval, and it is sent 
to our office 

When we get it we send out an 
acknowledgement, indicating a date 
acceptable to us. We tell him the 
length of time we need to have pos 
session of the hall. The sponsor 
must also agree to publicize the 
meeting correctly. For many of our 
speakers we expect the sponsor to 
print or mimeograph a meeting no- 
tice, but for some meetings we sup 
ply printed notices 

In general, our programs are of 
two types: product and product ap 
prestige or institutional 
Now what is different 


a medicine show that is dif 


plications, 
programs 
about 


] 


ferent from just a well-publicize 
meeting-with-speaket 

The difference is in how it ts 
staged. We use stage trim—satin 
and velour draperies hung on cy 
lorama trames which are placed 
ibout the stage. These draperies are 
lighted so as to get the most from 
their color and texture 


\\ e use 


equipment 


a great deal of lightine 


general lighting with 
olored lenses, side floodlights, spot 
lights, all with color-frames. We use 
ultra-violet light and when the room 


baal 


of slide program. 








is in darkness to show slides, a spe- 
cial spotlight is used to throw a 
small circle of light around the 
speaker's face. To handle these 
lights we use a wiring system and 
control board. All of this light has 
to be carefully controlled, used ac 
curately and employed to get the 
most effect. 

\nother important feature of a 
medicine show is that the speaker 
he plainly heard by everybody. So 
we give attention to getting our 
sound system working at its best 
For music during dinner we use a 
dual turntable with two-speed con 
trol: one for records, one for trans 
criptions. 

We try to have visual material in 
all our programs. We use charts, 
sound slide films, glass slides and 
sound motion pictures. For the 
charts we have special easels and 
chart stands. 

We have graded sizes of screens 
for motion pictures—the larger the 
audience the larger the screen and 
the more powerful our projection 
equipment 

When we're signed up for a show 
we're likely as not to find ourselves 
putting on a performance in some- 


body’s garage, or, as we once did, 





trunks behind the lectern, George Phillips has charge of lights anc 


turntable. Above, right, Elmer Sulzer and Russell Eniow operate high 
intensity steroptican to show slides on how to run a Medicine Show 
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in a woodworking shop where we 
shared honors with a_ bandsaw. 
When our surroundings aren’t so 
good for a stage presentation we 
get out our drapes and stage props 
and that, combined with skillful 
lighting, has usually worked out 
very well 

Our show doesn’t always have 
anv straight entertainment in it, but 
it is an asset. We often have had 
the Westinghouse quartet, the West 
inghouse male chorus and KDKA 
talent 

\nother important element in the 
show is a question and answer 
period. To bring in questions we 
pass out cards. This, we have found, 
usually works better than expecting 
audience members to get up and ask 
a question. We also distribute sales 
literature at these meetings, but we 
don’t hand it out at the door. Instead 
we lay it out on a table at the stage 
and tell the audience that if they 
would like to pick up the literature. 
they may do so. We think that if a 
man walks down to the stage and 
picks up a leaflet he is probably go 
ing to read it when he gets home 
Usually about 75% of our audienc« 
takes home some literature. 


Transporting all our stage geai 
4 > s 


about can be something of a prob 


lem. We handle it in two ways 
Sometimes we truck it on our own 
station wagon. The rest of the time 
we travel by rail. We carry equip 


| 


ment in special trunks which are 
lined with sponge rubber. 


\s to the cost of putting on a 


medicine show, here are some 


ough estimates: Our stage, projec 


tion and lighting equipment has cost 


is about $3,000, bought over a five 


year period. We've done about a 


housand shows with it so the cost 
er show is very small. 

To make a set of slides to illus 
rate a speaker’s talk costs from $50 
» $200, average $125. One set of 
lides is good for about 50 presenta 
ons. 

Moving equipment around a hotel 
sts about $20 in gratuities to hotel 
mployes. Meeting notices cos! 
bout $6 per show. 

In the 47-48 season we've put on 
}average of more than a show-a- 
ivy and delivered sales talks, via 
e medicine show, to an average 

130 prospects per show. This we 
ink, is an effective and inexpen- 

e way of putting across a sugar 
vated sales message under excel 
nt selling conditions. 
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MONTY shows the audience how the self-contained sound movie projector works. Fritz 
Lohman, left, helps get the machine plugged in and Monty, right, lifts it up within sight. 
Pelow, Westinghouse sales engineer Hal Toner gave industrial advertisers a sample talk on 
electronic heat to demonstrate how concentrated industrial selling by medicine show is done. 





WESTINGHOUSE men, left to right, Ray Gomber, sales promotion manager, eastern district; 
J. H. Thompson, manager apparatus advertising and sales promotion at Pittsburgh; and Shelton 
Johnson, sales promotion manager, middle Atlantic district, are in medicine show aud/ence. 
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Prize Winning Ad Text 
Goes To Class This Fall 


McGraw-Hill first annual award 
presented to Rochester chapter for 


advertising text written by members 





AUTHORS of prize-winning textbook are headed by this Rochester Industrial Advertisers’ 
Textbook Committee: Edwin Grauel, Eastman Kodak; Willis Jensen, F. A. Smith Mfg. Com- 
pany; Edward Hurlburt, Ritter Dental; Wallace Lockwood, Taylor Instrument Companies; 
Herbert Hanson, Charles L. Rumrill & Co. BELOW—Colonel Willard M. Chevalier, senior 
vice-president of McGraw-Hill, presents the first annual award for an NIAA chapter activity 
to James Christy, Eastman Kodak, president of the Rochester Industrial Advertisers Chapter. 
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IF TY co-authors members of 

the Rochester Industrial Adver- 
tisers—will devote fall meetings to 
planning the spending of their roy 
alties from “Practical Advertising 
Procedure,” a textbook on advertis 
ing that won them the first annual 
McGraw-Hill award. 

The $1000 award and royalties 
will go into an educational fund for 
advertising students climaxing 
NIAA chapter’s four years of work 
on a textbook to fill the need in 
schools and colleges for practical 
teaching material on advertising 
practice. 

The McGraw-Hill award was 
presented at the NIAA Baltimore 
conference by Colonel Willard 
Chevalier, senior vice-president of 
McGraw-Hill. The prize goes to 
the NIAA chapter making the 
most valuable contribution to the 
advancement of industrial adver 
tising as a constructive force for 
social and economic progress 

“When an economy has produc- 
tivity you need salesmanship,” said 
Colonel Chevalier. “All of the ad 
vantages of high productivity are 
futile unless we learn how to build 
a greater market demand. There is 


no need for selling when people are 





living on the necessity level. But 
when you raise the level of the 
standard of living—and there is a 
market for optional goods then 
you need selling. 

“In recent years advertising is 
assuming the stature of a profes 
sion. Industrial advertising has 
taken its place as an essential along 
side consumer advertising. The 
NIAA has become a repository and 
an agency of that kind of profes 

(Continued on Page 132) 
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Buying Information 


Please 


Sweet's Catalog service consultant 
shows NIAA Conference audience 

how scientific cataloging can help 
apply production-engineering efficiency 

to cutting cost of industrial order production 
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THREE MEANS of communicating product 
information to buyers—advertising, catalog- 
ing and personal selling — each has its 
own definite job to perform in bringing 
production line savings to distribution. 


UYING INFORMATION, 

focussed on the right man, at 
the right time, is the key to cutting 
the cost of order production and 
the overall distribution cost of in- 
dustrial products. 

This was the background theme 
if an informative, “how to do it” 
inalysis of the place of the catalog 
n the order-production process, 
resented before the NIAA Balti 
more conference by Norman 
lervis, consultant, Sweet’s Catalog 
service, 

Using 81 full color stereoptican 
lides, Mr. Jervis held Wednesday 
audience 
orderly, 
rraphic analysis of the functions 


norning’s “breakaway” 


or an hour with his 
{ buying information in industri- 
| marketing and his theories of 
unctional design and distribution 
if catalogs. 
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“The mainspring of our large- 


scale industrial enterprises, the 


motivating force that keeps our 


plants ticking smoothly, steadily 

is the constant, day-after-day 
inflow of orders,” Mr. Jervis said. 
“This constant order flow deter 
mines, in large measure, our pro 
duction programs, our sales polli- 
cles, our price tags, 
profits. 

“Today we are 
most competitive era America has 
ever faced. To meet this competi 
tion, wide-awake marketers are re- 





visual 


REMOVING psychological and 
barriers helps the catalog to perform ef- 
ficently its basic job—presenting the right 
information to the right man at the right time. 


building and rebudgeting their 
marketing programs with order 
production the dominant theme. 
“The goal, of course, is the at- 
tainment in order production of 
high as_ that 
already reached in product pro 


an efficiency as 


duction, To develop this efficiency 


and our 


entering the 





NORMAN JERVIS 


we must analyze every gear of our 
order production machinery with 
the same care with which we 
study every operation in our pro- 
duction line.” 

Mr. Jervis traced the flow of a 
typical item, a billet of copper, 
through a simplified economy of 
three typical plants (1) a “sup- 
plier” plant drawing wire from 
billets (2) the electrical wire pro- 
ducer who adds the insulation and 
markets reels of finished wire, and 
(3) a “buyer” plant using the wire 
In motors. 

His allegorical economy enabled 
him to focus attention on the buy- 
ing and selling problems of each 
plant through two different view 
points—the seller’s spectacles and 
those of the buyers. 

Industrial markets often over- 
look that marketing is not only 


(Continued on Page 62) 





PROLOGUE TO PLANNING the catalog is 


the selection of the pre-determined action 


desired: (1) invitation for a sales call 
(2) specification of product or (3) a direct 
order from representative. 
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Mechanized Selling 
Paves Way To 
‘Dozer Market 


By ANDY ANDREWS sand E. E. WEYENETH 
Andrews Agency, Inc. R. G. LeTourneau, In 
Milwaukee, W Peoria 





RUSSELL PUTMAN PRESENTS award plaques to Eugene E. Weyeneth, advertising manager 
R. G. LeTourneau, Inc., Peoria, Ill, and to Arnold Andrews, president, Andrews Agency, 
Milwaukee, at Baltimore NIAA conference. In background are Don E. Mitchell, left, Arthur 
Gladmon and, right, Rev. Dr. Frank Fenn. BELOW—Alfred H. Roth, advertising and sales 
promotion manager of Towmotor Corporation, Cleveland, is congratulated by Mr. Putman 
on the honorable mention awarded his company in the competition for documented results. 
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HEN LeTourneau unwrapped 

the new Tournadozer in 1947 
and told us to go ahead and put it 
across we knew we had a job on 
our hands that required all the pres- 
sure we could apply through adver 
tising and sales promotion tech 
niques. 

Not that the Tournadozer was 
tough to sell—it was a honey of a 
piece of machinery. But at the same 
time the “Big B” Tournadozer costs 
$40,000, and the ““C”’ model $20,000, 
compared with $13,000 for an or- 
dinary crawler-tractor-dozer. 

Our plan was to use industrial 
advertising as a mechanized selling 
tool—to cut time and cost of per 
sonal selling. You can’t expect ad 
vertising alone to sell equipment 
worth $20,000 or more. Even so. 
the ad shown on page 43 and one 
other ad that is similar, are credited 
with direct sales of $60,000 in the 
month of January alone. 

These sales came through in- 
quiries from business paper adver 
tising. Of course, we do not expect 
a large number of direct inquiries 

or traceable sales. All our 
national advertising asks the pros 
pect to call his LeTourneau distribu- 
tor, and regional advertising carries 
distributor name and address. 

Further, the number of units that 
can be sold is relatively small. After 
analysis of total industry sales we 
considered our market for all types 
of equipment to be around 12 to 
15,000 units per year. Since mul- 
tiple unit sales are common, fewer 
than 5,000 prospects could be ex 
pected to place orders in any year. 
Most of these are old customers, or 
are well known to our distributors. 

We therefore figure that if we 
can develop approximately 1000 
good quality direct-to-factory in- 
quiries per year from our business 
paper advertising, we've pretty well 
uncovered our new _ prospects. 
Through advertising and business 
publicity, we had 1653 inquiries in 
1947. Of these, 575 were literature 
requests from operators having 
questionable direct prospect value. 
This leaves a total of 1078 inquiries 
from product prospects. 

To insure strong presentation of 
our sales message to all buying fac 
tors in each market, we use more 
than 50 business and_ technical 
papers in the campaign on Tourna 
dozers and other LeTourneau prod 
ucts. In major markets this means 
considerable overlapping and repe 
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tition of the same message. Hence 
ads are run on a staggered schedule 
to spread the repeated messages a 
month or more apart. We have no 
objection to the repetition, as a good 
ad will attract repeat readership 
which drives home the message, but 
it is important to get the complete 


Conf 


story before buyers as rapidly as 





possible. Hence each paper in a 
market tells a different story in 
any one month, either covering a 
different product or a different 
point in the sales argument. 

We are merchandising Tourna 
dozers in the following markets: 
contractor, mining (metal and non 
metal), mining (coal), railroad, 
quarry, sand and gravel, brick and 
clay, oil, governmental agencies, 
coal stockpiling, logging, industrial 
(manufacturing), and export to 
same classifications. 

Each ad is directed toward prob 
lems of the publication’s readers. 
Regional advertising, regardless of 
who pays for space, is written as the 
distributor’s message and signed by 
the distributor. For 1948, distribu- 
tors will spend $20,600 of their own 


THIS LeTOURNEAU AD, along with one other, brought in three 
recorded direct sales totaling $60,000 in one month alone and helped 
win for R. G. LeTourneau, Inc., Gene Weyeneth, advertising manager, 


HERE’S HOW LeTOURNEAU ADS 
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money for their own campaigns on 
LeTourneau products. These ads 
are signed by the distributor but are 
prepared by the agency with special 
consideration for regional sales 
problems and to include local pic- 
tures and job stories. LeTourneau 
pays costs of preparation and plates. 

For distributors and salesmen 
preprints of ads are enclosed in a 
mailing envelope tab file folder en- 


titled, ‘“‘Ads that Pre-sell Your Cus 
tomers.” It shows how the distribu- 
tor can use the ad reprints for sales 
presentations to uncover any sales 
points for his salesmen, for posting 
on display panels, for job data rec 
ords and for prospect mailing. On 
the back cover is a map (see below ) 
showing the number of page units 
of LeTourneau advertising circu 
(Continued on Page 106) 


and Andrews Agency the $1,000 Putnam Award for best documenta- 
tion of results from industrial advertising. Black and white ads carry 
distinctive yellow for a third color that ties series together as a family. 


Speed up your dozer work with a TOURNADOZER 










pping to shift gears. Just lubricate 





Tedey's 180 hp move selector lever to speed you wont ond 


roll on alr instead of stee! 





No expensive moving ports to 
grind and wear in obrasive materials. You 





Twice as fast as crawlers 
Tewnedeser gives you tow weed: up te 1S we h 

beth forwers ond reverse ON) netuntonceue 
nen-tep weed selethen wtech enubles you te get 
inte haghe: geors toe eh ep grade: ond 


= soft fils comer lower deud hood reverse nme 





‘ a te : 
+ SS 5 mo ra . 2 > Works or travels anywhere 
wnadere go exyuhere 0 ab le 
Increased efficiency Ample flotation and traction mate taut inh-te yeh mores ere paveme 
in addition, the T d. 's new nt. Four big 21.00 x 25 low-pressure tires assure in one yeu need # ih enoths wt hop 
mesh transmission gives you instont selection ample flotation and troction for the toughest i 
of gear rotios anytune without less of kind of going there are no track rollers to , 





Model C Tournadezer brings you the speed 
ond economies of rubbertired powbr you've 
always wonted on your derer work 

For exomple consider how much more 
production youll get with Tevrnadozer 
speeds up to 15 mph both forword 
AND REVERSE! That's approximately double 
the fastew crowler speed 


cir-ectvoted clutches give if to you RIGHT 
NOW 

You'll ahso find its low center of gravity ond 
wide tread give you greater stability Gay 
short-coupled wheelbose increaies monevver- 
ebility. And remember, you get the some 
fest, easy blade action you hove come to 
expect from LeTourneoy coble dozens. 


See what it can do for you 
Why buy slow-moving, high-mointenance 
derer equipment when you con get a 
modern, high-speed Tournadozer? “Check 
with your LeTourneou Distributor today for 
complete information on performance. prices 
ond delivery ORDER NOW!" 
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See your Le Tourneav Distributor 


NOW for coniplete information 
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Your Employe Information Manual 


Influences A Vital Audience 











Simplicity and sincerity will put across 


the complex story of your industry and 


sell employes on their productive roles 


By ROBERT NEWCOMB AND 
MARG SAMMONS 


Man sgement nsultants 
Newcomb & Sammon 
hicaqc 


Part 3 


ew president of a company in 
the middle West, with a factory 
personnel turnover in 1947 of nearly 
50°. lies awake nights. He should. 

He is disposed to put the blame 
for this demonstrated lack of em- 
ploye love on: (1) the New Deal; 
(2) the Communists; (3) his local 
competition ; (4) the unions and/or 
(5) the general cussedness of hu 
man nature 


YOUR COMPANY 





One of these days he may point 
the finger of responsibility at him- 
self, and for the first time he will be 
right. Apart from the fact that his 
personnel doleful 
about our economic system that he 
should be plowed under, the com- 
pany itself does absolutely nothing 
to correct the situation. Knee deep 
in defeatism, the company’s chief 
executive officer stands, resolutely 
waiting for the tide to engulf him. 

An informational manual for 
new employes can, of itself, effect 
no cures. Like other media of em- 
ployer-employe communication, it’s 
preventive medicine. Ten years ago 
these drab little pamphlets were 


director is so 





HOW IT STARTED AND GREW 
There i ae plensele buet ne er know th . 


Monde a 


cold, forbidding rule books, clear in 
their implications that the plant was 
a sweat shop and the boys better toe 
the mark. Today even the label is 
changed, for today it is the “hand- 
book” or “manual.” It is essentially 
for the new employe, but it’s also 
for the men older in company serv- 
ice, who like to know what’s going 
on around the place. 


Simply put, an _ informational 
manual is one of the first media of 
communication with the new em- 
ploye. It tells him what the company 
is, what it makes, who its people are, 
what it looks like, how it’s run, how 
it’s doing and how it expects to do, 
what it offers employes and what 
it expects from them in return. And 
it tells them the rules of the game. 


Nearly all manuals are pocket- 
size—five by seven inches is fairly 
standard. Few employes carry them 
in their pockets, of course; you find 
them in lockers, in office desks, in 
dresser drawers at home or, when 
they are badly done, in ashcans. 
Management’s fairly widespread 
belief that employes trundle them 
around in their hip pockets is at log- 
gerheads with the fact. But a good 
manual is available for handy refer- 
ence and is referred to more often 
than you'd think. 


A good informational manual 
should be planned just as carefully 
as a good employe publication. It has 
certain points it must make, and it is 
best, right at the start, to get these 
down on paper as a pattern for the 


OPENING SPREAD of the employe manual! 
of the Standard Oil Company of California 
introduces the newcomer to the company and 
briefly reviews its history. The manual is done 
in color, employs a combination of line 
drawings and halftones, makes good reading 
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THINGS have to be sight around 
here. I found that out when I 
went calling on the Inspection De- 
partment and of course I had to 
check a few items myself, being 
that kind of guy. They told me 
about the feedwater heaters, so I 
moseyed on to see them being built 
and to lend a hand. as you see 
below. A feedwater heater takes 
water from the tank and raises it 
to a higher temperature through 
circulation of exhaust tubes. 
That's what you call a feedwater 
heater tube bundle in the picture. 
It will go into a locomotive. 









SAY, they make a lot of things in 
this plant. Here I go through the 
Bow! Mill Department, and that’s 
a bow! mill ready for shipment. 
It's a coal pulverizing mill that 
grinds down the coal for use in 
industrial power plants. I hop 
along now to watch a punch press 
operator at work. He's punching 
out supports for Type “A” loco- 
motive Superheater units. If you 
look close. you'll see he wears 
two-hand pull-back guards. They 
snatch his fingers back out of 
langer when the ram descends, 


That's safety. 


job. In general, these are the topics 
the average manual should cover: 

1) J/ntroduction and message of 
welcome. Tell the employe that the 
manual is for him and tell him why 
you are giving it to him. Make him 
feel welcome in your plant, by writ- 
ing in a friendly way. And be brief 
about it; a new employe, or an old 
one, isn’t going to wade through a 
tedious introduction. 

2) Company history. Highlights 
of the company’s background are 
interesting to the new employe, un- 
less he’s a floater. Give the reader 
the simple facts of the company’s 
rigin. But boil it down, and don’t 
give him a high-pressure talk about 
how good the company is. 

3) Products. Tell him what you 
nake, and show him pictures. 

4) The plant itself. Show him in 
pictures what the plant looks like. 
rive him a quick view, if you can, 
‘f all major departments—he won't 
be able to visit them all personally, 
so give him a picture orientation as 
he starts to work for you. If it will 
elp, use a simple map. 
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5) Employe benefits. Tell the 
employe, without being paternalistic 
about it, what they are. 

6) Employe activities. Broaden 
the employe’s interest in the com 
pany as soon as you can by telling 
him what he can join, what teams 
he can play on. 

7) Rules and regulations. Only 
don’t call them that. This is the 
department that demands the great- 
est pains, because you must cover 
all imaginable situations. You must 
express yourself clearly so that no 
one will wonder what you're talk 
ing about, and you must phrase it 
so as to enlist the employe’s coopera- 
tion. Wherever possible, give the 
reason for the rule unless it’s obvi 
ous—imost plant rules are based on 
considerations of safety, so say so 
and give the specific application. 
( Many 
changed as a result of manual prep- 
aration; in trying to state the rea- 


plant rules have _ been 


son for a rule, managements have 
discovered that the rule itself is 
often absurd. ) 

8) A friendly close. You want to 





UNUSUAL manual produced by The Super- 
heater Company utilizes comic character, 
Elesco Joe, who is superimposed on prints 
before plates are made. Copy is written in 
words of the character himself, who makes a 
complete plant tour, samples a variety of jobs. 


get the employe off on the right 
foot. A sensible conclusion will help. 
Manual copy is often very heavy 
and academic. It shows the stresses 
of being worked over by too many 
people, each of whom appears to 
have sought a paragraph per page 
of his own unaltered authorship. 
Thus manuals are needlessly bur 
dened with detail. Copy always 
should be slanted to the employe 
who reads with the most difficulty, 
who takes the most time to grasp a 
point. Why? Because he’s the guy 
you want to make sense to; if you 
can make him understand you, then 
you'll have no difficulty in being un 
derstood by those a rung or so up 
the intellectual ladder. Thus the best 
manuals are heavily pictorialized- 
the cartoon, for example, is success 
(Continued on Page 134) 


45 





| CONTINUED FROM Pace 35! 


Ad Effectiveness 


personnel turnover during the last 
six years at 40% 

Our problem, then, is one of con 
tact. The people we educate to pre 
fer our products don’t stay put. 
How will these new men become in 
formed about our products? Ou 
them. They 
arent on our mailing lists. And yet 


salesmen don’t know 


they are important to us. 

While the objective of all phases 
of our advertising is to contact these 
important “people on the move” 
to arouse their interest in the merits 
products, and to create 
products, the 


of our 
preference for our 
principal burden falls on business 
paper advertising, particularly with 
reference to the problem of con- 
fact 

Further analysis suggested three 
basic questions which are directly 
related to the first 
selling : 


three steps in 


1. Do the people who buy or in 
fluence the buying of our products 
subscribe to and read industrial 
magazines’ In other words, do 
business papers offer a point of 
contact with our customers and 
prospects! 

2. Do they see and read the ad- 
vertisements’? That is, does out 


advertising have a chance to 
arouse their interest? 
3. Jo they see and read our ad 


Will they 


enough interest in what we have 


vertisements show 


to say, so that we can create pref 


‘rence tor our produ ts 


If the answer to all these questions 
is “yes,” backed by factual proof, 
the effectiveness of industrial maga- 
zine advertising can be clearly dem- 
onstrated. 

(To answer the first basic ques- 
tion, “Do the buyers of industrial 
products subscribe to and read in- 
dustrial magazines,” Mr. Schreiner 
asked 11 USS subsidiaries to each 
submit a list of three customers 
one large, one medium, and one 
small—wwith the names of those per- 
sons in each company on whom their 
salesmen call. Major business papers 
carrying USS advertising then fur- 
nished the names of subscribers in 
these same 33 companies. The re- 
sults, under the caption “Direct 
sales contacts vs. magazine sub- 
scriptions” on page 35, furnished 
impressive proof of the relative 
penetration of papers, 
compared to direct sales contacts 

Editor) 

These cases indicate that of our 
105 direct sales contacts in the 33 


business 


customer companies, all but two 
subscribe to magazines in which we 
advertise but, more important, 
these magazines reach a total of 
1,955 people in these same com- 
panies. 

Who are these people? Perhaps 
they are not important, and have no 
influence on sales. 

They subscribe to business papers, 
but do they read them? Here’s what 
we found out: 

Last year the magazine Steel re- 

ceived more than 6,500 letters asking 

for editorial material. That number 
is almost one-third of the circulation. 


‘Nine Old Men' Meet in Baltimore 





NIAA's post presidents met at Baltimore's Sheraton-Belvidere hotel during the annual con- 
ference. They are (I. to r. seated) Arno O. Witt, Schramm, Inc.; James R. Kearney, Jr. 


James R. Kearney Corporation; Stan Knisely, ABP; Herb Mercready 
(standing) Charles McDonough, Combustion Engir 


Keith J. Evans, Jos. T. Ryerson & Son 


Mercready & Co.; 


neering Company; W. D. Murphy, G. M. Basford Company; Forrest U. Webster, consultant, 


and R. Davison, New Jersey Zinc Company. 
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A one-inch listing in the “new litera- 
ture” column of Civil Engineering 


pulled 185 requests for Carnegie- 
Illinois’ book on “Steel Bearing 
Piles.” 


Another brief editorial mention in 
Civil Engineering brought in 400 re- 
quests for American Bridge Com- 
pany’s book on “Suspension Bridges.” 
A short editorial mention in Iron Age 
produced 124 requests for a booklet 
on “Heat Treating” by Carnegie- 
Illinois. 
\ survey by Ernst and Ernst, cer- 
tified public accounts, revealed that 
10,000 executives used the follew- 
ing methods to keep informed about 
their businesses: 
39% by visiting plants and at- 
tending conventions. 
27% by talking to salesmen. 
29% by reading catalogs and di- 
rect mail. 
69% by reading industrial publi 
cations. 
84% by reading advertising in 
some form. 


‘hese facts indicate that: 


The people who buy, or influence 
the buying of our products, do sub- 
scribe to and read industrial maga- 
zines . . . The business papers do 
provide a point of contact with our 
customers and prospects. 


Do they see and read the adver- 
tisements? 

Product Engineering asked read 
ers if they read the advertising: 

Research engineer, scale maker, 
says, “The advertising matter gets 
about as much attention as the arti- 
cles... we scan them for new ideas 
in equipment, materials and 
new markets.” 

Chief tool designer, large auto 
motive manufacturer, says, “I spend 
as much time, if not more reading 
the advertisements as I do the 
articles . I often find timely sug 
gestions for the solving of current 
problems.” 

Director of engineering, steel 
fabricator, says, “It is my habit to 
spend as much time in looking over 
the advertising as I spend on 
the text.” 

Machinery 
to determine the number of hours 


surveyed executives 
spent each month reading its adver- 
tising pages. The study showed that 
readers spend an average of 3.1 
hours per month reading the adve 
tisements. 

\ new recessed-head screw was 
introduced only a few years ago 
\fter one year’s advertising, a sur 

Continued on Page 127) 
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How the Budget S 


NIAA plans case history analysis 


of appropriations planning; 


drops percentage studies 


ERTAINLY nothing is of great- 
er importance to the advertising 
man than his advertising budget. 

It represents, or should represent, 
the thinking and planning phase of 
his work, and on this phase depends 
the effectiveness of everything he 
does. Unless the thinking and plan- 


Conf 


ning behind advertising are right, 
results are bound to be haphazard 
and haphazard results have no place 
in business today. Speaking for sales 
management, which I now happen 
to represent, a carefully planned and 
well organized advertising budget 
goes a long way toward reinforcing 
my opinion that advertising is an 
essential element of my sales pro- 
gram. I feel more certain than ever 
before, that anything that we can do 
to help improve our budgeting prac- 
tices will be reflected in greater ac 
ceptance by management of adver- 
tising’s value as a tool in sales. 

All of you are familiar with the 
national survey of industrial adver- 
tising budgets which is compiled by 
NIAA. A budget questionnaire is 
sent to the members each year; the 
eturns are tabulated and circulated 
0 the membership in report form. 

In 1939, the highest number of 
eplies was received — 416 from 
+474 questionnaires mailed. This 
was a very satisfactory return from 
he standpoint of company member- 
ships. Since that time, however, the 
eturns have been steadily declining 
intil last year they were so small 
that they were no longer representa- 
tive. Obviously there was something 
eriously at fault, either with the 





INDUSTRIAL MARKETING, July, 1948 





= on 


By BENNETT S. CHAPPLE, JR. 
United States Steel 
Pittsburgh 


questionnaire itself, or with the 
manner in which it was handled, or 
both. 

To look into all corners of the 
problem and make corrective sug- 
gestions, the NIAA board of direc- 
tors asked me to form a budget sur- 
vey committee and to serve as chair- 
man. So that meetings could be 
held with a minimum of inconveni 
ence, all the committeemen were 
chosen from Pittsburgh. They in 
clude R. B. Johnston, Koppers Com- 
pany; W. C. Kernahan, Gulf Oil 
Corporation ; A. R. Tiefeld, Copper 
weld Steel Company ; G. R. Schrein 
er, United States Steel Corporation ; 
and T. C. Winans, A. M. Byers 
Company. 

It was the consensus of the com- 
mittee that the national survey of 


urvey Helps You 


industrial advertising, in its present 
form, was not of any great value to 
members of the Association in the 
planning of their budgets. This view 
was supported by the decreased 
number of reporting companies. A 
further analysis of the problem indi- 
cated that the efforts of the com- 
mittee could best be directed to the 
more basic project of improving 
budgeting practices, rather than to 
an attempted reconstruction of the 
annual survey report which, in its 
best form, would be only a barome 
ter indicating what percentages of 
budgets were expended for various 
media—not the important how the 
amounts were determined. 

In order to proceed on a sound 
basis we needed information on: 
(1) how the members are planning 
and preparing their advertising bud- 
gets, currently; (2) what the reac 
tion would be to a proposed series of 
actual case histories on successful 
budgeting methods, and (3) the de 
gree of the membership’s willing- 
ness to cooperate in the work by 
reporting on their own budgeting 
practices. 

To accomplish the gathering of 
this information quickly, a survey 
was agreed upon and questionnaires 
were mailed to the advertising man 
ager members. Representatives of 
281 companies replied and the in- 
formation received, by types of in- 
dustry, and by range in size of bud 
gets, was sufficient to form the basis 
of firm conclusions. Here are, brief- 
ly, some of the pertinent disclosures 
from the final tabulations. 

Ninety-six percent of those who 
answered operate on an advertising 
budget of one sort or another. But 

(Continued on Page 58) 
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How Plymouth Rope Charts 
Aid Distributor Sales 


By WILLIAM A. SCHER 
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Plymouth. Ma 


R' PE is a humble product with 
out much glamour. We do at- 
tempt to dress it up on occasions, 
but our mdustrial advertising is al 
ways work horse advertising. The 
dressing up has been for our Time 
series which began back in 1939 
issentially, of course, we wanted 
to build prestige for the company 
(ur more specific objective included 


r. 











such things as to attract good men 
to our sales organization ; to renew 
and refurbish the pride in thei 
company among our older men; to 
stockholders to the 


; to interest and atract top 


attract new 
company 
flight distributors of our products. 
Our management considers that 
these objectives are continuing to 
be attained. 

Our product is almost universally 
used, even down to the home owne! 
who might be hanging a swing fot 
his children. As a result of its uni- 
versal use, it travels to users through 
devious and various trade channels. 
[his makes our job rather compli- 
cated. Here is a list of various sup 
ply houses and retail outlets that 
handle rope: marine supply houses, 
fishing supply houses, mill supply 
houses, industrial distributors, ship 
chandlers, farm implement stores, 


PLYMOUTH ads won NIAA panels award 
at Baltimore conference, earlier were given 
honorable mention by ABP. Left, direct mail 
piece for plant bulletin boards. Right, one 
of Plymouth's “Time” series of advertisements. 
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hardware jobbers, hardware re 
tailers, oil well supply companies, 
lumber dealers, and so on down the 
line. 

In addition to the big variety of 
trade channels to which we must 
go, Plymouth Cordage Company 
makes some 54 different kinds of 
rope and a dozen different kinds of 
baler twine, binder twine 
and tying twine. To the layman 
these ropes and twines are apt to 


twine 


look and act very much alike. Ac 
tually there is a great difference in 
the construction of the rope and in 
the results they give on various jobs. 

\bout two years ago we had an 
outside company survey our market 
in the industrial field. Our survey 
asked such questions as: “Who uses 
rope?” “How do they use it?” “How 
often do they buy it?” “What are 
the annual purchases in dollars?” 
“In feet?” 

These questions, 
others, such as “Who actually places 


along with 
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In January The Copy Chasers 
selected W. A. Scherff as industrial 
ad-man-of-the-year on the basis of 
Plymouth Cordage's outstanding serv- 
ice advertising campaign . . . a com- 
pletely integrated advertising, sales 
promotion and distributor-merchan- 
dising campaign that gets tangible re- 
sults. In their January column The 
Copy Chasers wrote: 

A manufacturer of what we—and prob- 
ably you—would consider a very humble 
product—rope—has been successful in 
getting 11,000 copies of his advertising 
posted or otherwise permanently located 
in some 3,000 of the most important indus- 
trial plants in the United States. Com- 
panies like Standard Oil of New Jersey, 
Westinghouse, Aluminum Company of 
America, Carnegie-illinois Steel Corpora- 
tion, Celanese Corporation of America, 
National Refining, Pittsburgh Plate Glass, 
Inland Steel, American Radiator, DuPont 
are a few of those that have requested 
copies in quantity. Associations and educe- 
tional institutions have given further dis- 
tribution. Why? Because those ads offer 
USEFUL INFORMATION. 


Here is Mr. Scherff's own '‘case his- 
tory" report of the objectives, execu- 
tion and results of Plymouth's cam- 
paign, as given before New York 
Industrial Advertisers. 





the purchase requisition for rope’” 
“Who influences the specifications 


on that purchase requisition?” 


“What are the plant titles of the 

people who actually use the rope?” 

and the answers to them enabled us 
Continued on Page 52) 
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¢9 INQUIRIES 


MONTHS OF 48! 


42 LISTINGS 
DREW OVER 
100 INQUIRIES / 
EACH 






NO WONDER 
I&EC SPELLS 
ACTION! 












And would you believe it, 62%, or 10,159 inqui- 
ries, were for engineering equipment and mate- 
rials of construction; 3,779 inquiries were for chem- 
icals and raw materials; 1,972 inquiries were con- 
cerned with scientific equipment and laboratory 
supplies; the remainder for miscellaneous listings. 
This you'll agree is pulling power, and no wonder! 


IN | & EC—YOU’LL SEE the hefty edi- 


torial service, the solid weight of authoritative 
data in science and technology that is of such vital 
importance to the process-industry groups. 


No other publication, with the exception of 
Chemical and Engineering News, the companion 
major publication of the American Chemical Soci- 
ety, has a greater circulation among the men who 
operate these industries. 


If you are selling equipment, supplies or mate- 
rials of construction or consumption to the 21 basic 
process-industry groups—the blue-chip “chemical” 
market—you’'ll find no other publication offers a 
comparable advertising value. Complete data, ob- 
tained by personal interviews in 200 process- 
industry plants, is available. A request will send 
your copy on its way. 
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Industrial and Engineering Chemistry 


A Publication by THE AMERICAN CHEMICAL SOCIETY 


Advertising Managed by REINHOLD PUBLISHING CORPORATION - NEW YORK 
CHICAGO - PHILADELPHIA - CLEVELAND: SAN FRANCISCO-LOS ANGELES: SEATTLE 
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[CONTINUED FROM Pace 48] 


Plymouth Charts 


to intelligently set down objectives 
for our advertising and sales promo 
tion in the industrial field. 

This is the second point in our 
policy. We always set down out 
objectives in writing. We think this 
is the only safe way to operate 

A statement set down in writing 
and agreed to by all concerned, 
serves two purposes: (1) it answers 
any questions as to just what the 
after 
(2) it 


objectives were six months 
the campaign is under way; 
serves as a constant reminder of the 
objectives of the campaign so that 
we don’t get off the track. I can 
highly recommend this practice of 
setting down the objectives in writ 
ing and in agreement with the sales 
department. 

The objectives we set down were 
(1) to get and keep the Plymouth 
name before purchasing agents in 
industrial plants and all other buy 
ing influences within those plants ; 
(2) to get our industrial distribu 
tors’ salesmen to talk Plymouth rope 
more than they had, and as fre 
quently as possible 

Now to do this job we had to 
select first, the publications which 
were to be used. Guided by our sur- 


Mill & Factory 


and Purchasing magazines. 


vey, we selected 

The next job was to decide what 
our messages were going to be in 
these publications. It was simple be- 


cause the survey had decided this 


tor us. We now knew what our in 
dustrial users of rope wanted to 
know about rope, sO our messages 


followed these lines 
1) A table shows the 
tensile strength of each size of 


which 
rope made up to 4” in diameter 
It shows the weight per 100 feet 
and the weight per coil, which is 
purchasing information the buyer 
needs . 
2) Safe load slings. Slings are 
one of the most commonly used 
rope forms. However, the way it 
is used and the angle at which 
the rope hangs has a great deal 
A certain 
angle will cut the useful tensile 
strength of that rope in half. We 
felt our industrial people had bet 
ter know this and have it brought 
It would avoid 
accidents and naturally enough, 


to do with its safe use 


to their attention 


avoid complaints, so we gave this 
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MERCHANDISER-DISPLAY by Plymouth 
Cordage Company combines an attractive 
sales case and storage unit. Handle at top 
left operates knife to cut rope lengths. 


data in simple pictured form along 
with the figures. 

3) Industrial knots. Most rope 
at some time or other has a knot 
put into it. We showed the sim 
pler, most commonly used forms. 

4) Splicing rope compared 
with knotting it. Since knots are 
so commonly used, we felt our 
realize that a knot 
makes 


users should 
in a rope immediately 
available only 50% of the strength 
of that rope, good 
splice replacing a knot, will per- 
mit the user to make use of 95% 
of the strength of that rope. 
5) How labor can be 
with various types of block ar- 
how to reeve 


whereas a 


saved 


rangements and 
these blocks. 
6) Finally, we show our indus- 
trial users how to take good care 
of their rope, things to avoid, and 
to get longer and more economical 
use from it as well as to get a 
safer use from it. 
We decided to run our ads as in- 
serts printed on both sides. We had 
a very specific reason for this. In- 
serts in this form provided material 
that the reader could tear out and 
put on his desk or on his bulletin 
board. 

While preparing these inserts we 
also prepared the four most impor- 
tant subjects in the form of large, 





wall-size charts. These large charts 
which you are seeing, were offered 
in these inserts along with the 
smaller size. Our hope here was to 
get these wall-size posters hung in 
shipping departments, maintenance 
departments or anywhere else in the 
plant where rope was in use. 

Another important part of our 
advertising and sales promotion 
policy is that we do not believe we 
get full effectiveness from any ad- 
vertising campaign unless 1) that 
advertising is merchandized to our 
own sales organization and to our 
distributors’ sales organibation, 2) 
unless there is a direct sales activity 
tied up with the advertising cam- 
paign. 

So we prepared a complete port- 
folio outlining a cooperative pro- 
gram for our industrial distributors. 
This program was presented by our 
own Plymouth salesmen to a list 
selected by them. What it offered 
was a mailing campaign of four 
letters. The campaign—amailing and 
addressing on the distributor’s let- 
terhead—to be handled entirely by 
Plymouth Cordage, the only charge 
to the distributor being the actual 
postage. 

Our industrial survey showed 
that about 50% of the industrial 
rope sales moved through the hard- 
ware retail store. Obviously we 
couldn't afford to overlook this and 
we therefore prepared a_ second 
promotion campaign. 

We prepared a two-way promo- 
tion which offered the Plymouth 
Sales-Maker—a rope measuring de- 
vice for easy dispensing of rope in 
number of feet—an identification 
for the store, plus booklets and in 
serts to encourage these retailers to 
get after this industrial business. 

As a result of this one industrial 
program, combining space advertis- 
ing and direct mail activities by our 
own organization and our distribu- 
tors, we have now put out some 
16,000 of the small charts, 38,000 of 
the inserts, and 22,000 of the indus 
try books. The quality of the in 
quiries is “tops.” The average in 
stallation of Plymouth material is 
about seven charts to a plant. W<« 
think this shows good coverage of! 
each plant. 

We are repeating the series thi: 
year in both publications withou' 
change, which would indicate how 
we feel about the tangible result 
that it produced for us last year. 
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we and in the United States 


nd NEW EQUIPMENT DIGEST 
nd carries your message in 60,000 
copies to thoroughly penetrate 

over 45,000 industrial plants. Va 








This letter speaks for itself and answers the 
question —“Do they read your paper?” One 
advertiser reports that REVISTA INDUSTRIAL 
furnishes inquiries at the lowest cost of any of 
the publications on his advertising schedule. 

Advertising in REVISTA INDUSTRIAL is 
in the “low cost bracket’. Details and rates 
furnished upon request. 











‘| Revisra InpusTRiAL 


(Latin American Editions of New Equipment Digest— Affiliated with The Penton Publishing Co.) 


T PENTON BUILDING . CLEVELAN D 3 3. OHIO 
NEW YORK (17): 16 East 43rd Street + CHICAGO (Il): 520 N. Michigan Ave. * LOS ANGELES (4): 130 N. New Hampshire Ave. « PHILADELPHIA: 225 Strathmore Rd., Bavertown 
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[CONTINUED FROM PaGE 36 


How Buying Is Done 


sultant, and chairman, W. D. Crel 
ley, General Electric X-Ray Cor 
poration. 

First step after the committee 
was established was the appoint 
ment of a research agency, Davee, 
Koehnlein & Keating, to conduct the 
I won't bore you with 
what hap 


pilot study. 
the details but here’s 
pened. The research organization 
drafted a proposed procedure com 
plete with a questionnaire. This was 
tested and the results were submit 
ted to the committee. 

The objective of this pilot study 
was to test the method of obtaining 
the data essential for a continuing 
study to determine industrial buy 
ing practices and procedures. And 
the basic objective of the continuing 
study will be to provide a guide to 
industrial marketers—a guide which 
will help effect a reduction in the 
selling and distribution 
throughout industry. It will chart 
one of the largest unexplored areas 
on the marketing globe. 

Before we discuss the results of 
the pilot study it seems pertinent to 
make this point clear: We consider 
the results of this study conclusive 
in that they indicate the value of 
continuing this project. We feel the 


costs of 


sample was sufficient to establish the 
soundness of the method for obtain- 
ing the data for a continuing study. 

What did we seek and what did 
we find? 

Basically we sought to do a re- 
porting job. To trace a series of 
back from the 
purchase order to the origin of the 


typical purchases 
purchase, or call it a sale, if you 
insist. We sought to learn how we 
could find out more about how put 
needs arise 

about the 
various influences that start mov 


chases originate, how 
and are recognized 
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ANNUAL CONCLAVE of the Canadian press group resulted in elec- 
tion of these executive officers, left to right: Floyd S. Chalmers, 
reelected president for second term; T. J. Tobin, past president and 
reelected as treasurer; D. V. McLeod, vice-president representing 


ing buyer and seller together 
and how buyer and seller actually 
get together. 

Boiled down, the 
questions included: 


pilot study 


What prompted realization of the need? 
Who first stated the need? 

How many makes were considered’ 
Did the buyer have printed information 
on the make purchased before contacting 
vendor ? 

Did buyer have printed information on 
other makes considered before contact 
ing vendor ? 

How was contact with the vendor made ? 
Were any salesmen called in while 
makes were being considered? 

How did the buyer determine which 
makes salesmen he wanted to see? 


There were 11 other points covered 
by the study. Let’s see what some 
of the results were. 
tentative 
small 


findings, 
sample. 


These are 
based on a very 
They serve primarily as indicators 
of the type of information that can 
be gained successfully. 

W hat prompted realization of the 
need for the item purchased? 

There’s real food for thought in 
this one. 87% of the purchases re- 
sulted from internal influences— 
plant expansion, improvements, and 
replacements. 13% were chalked up 
to external influences—advertising, 
calls by salesmen, trade shows and 
others. 

This study covered purchases of 
products having a price range from 
$4.50 each up to and including 
$38,000. And the majority of the 
purchases were for more than 
$1.000 each. 


Isn't it reasonable to assume that 
many industrial marketers should 
doff their self-made laurel Stetsons 
and start doing something about 
creative selling other than merely 
paying it lip service’ 

IVho first stated the need? 
Here’s an uncharted area if we 


ever saw one. It goes all the way 





from the president, in the case of an 
item over $10,000, to foremen in 
the case of items under $500. (It is 
recognized that the statistical limits 
of the pilot study preclude the pos- 
sibility of obtaining any pattern of 
responsibility by size of purchase. ) 


How many makes were considered? 

An average of 3.1 makes were 
considered per item purchased. We 
may still be in a sellers’ market, but 
the buyer is still exercising his per- 
ogatives. Three individuals, on the 
average, were involved in the con 
sideration of makes—and final de- 
cision on vendor rested on two of 
these individuals. 

Did these buyers check compara 
tive data? We determined they con- 
sidered an average of 3.1 makes per 
item purchased. We also learned 
that in 60% of the purchases buy 
ers had printed information avail- 
able, not only on the product pur- 
chased but on the other makes con- 
sidered. And that they had the litera- 
ture available before they talked to 
the salesman for the product. 

Certainly most, if not all, of you 
men have spent a hot afternoon in 
the verb foundry sweating out cata 
log copy. And you probably won- 
dered if it was worth the effort. 
The buyers thought so. 48% of those 
interviewed said they determined 
which salesmen they wanted to see 
by comparison of the literature at 
hand. 

Remember our buyers considered 
3.1 products per item purchased. 
Obviously then they also saw an 
average of 3 salesmen per buyer. 
Remember also the literature was 
the important wedge in opening the 
door for the salesmen. 

Now then, let’s consider the fact 
that on the average product pur- 
chased, those who solicited printed 
information asked for it from four 
different suppliers. 25% requested 

(Contnued on Page 130) 





Canada's Periodical Press Association Elects Officers 








Agricultural Press Association; R. C. Rowe, vice-president representing 
Business Newspapers Association; W. C. Stovel, vice-president repre- 
senting Magazine Publishers Association; and Charles Sauriol, director 
representing Magazine Publishers Association. 
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and Power Equipment and Supplies 





A feature issue that will be read and re-read with 
exceptional interest by the men you want to 
reach in your BEST MARKET for sales expansion 





—now!”’ Come up with the answer to that 


66 ELL ME how I can increase productivity 7 





one and you’ve got the eager ear of plant . 

son Be peat ose eg A Special Market 
executives and engineers throughout the 

» sprawling, booming industrial South . . ; 
whole, sprawling ns , Deserving Your Special Attention 
and Southwest. 

You—and we—can answer that plea. SPI The 20-ctete South end Geuthnesh tam-te 
is doing it editorially in October with an Ohio River to the Gulf, the Atlantic to Texas 
entire issue devoted to Better Production. and Oklahoma — that surging third of the na 


\ : ais lies. Engineeri ea ome tion which during the past 8 years has been 
Actual Case stuc 1es. ungineering reports. outstripping all other regions in industrial ex 
New methods. New trends. pansion! 

A market distinctly different from the rest 


A virtual handbook on better production, — : 
of the nation. Principally raw material pro 


this feat ure issue will be intensely read, cessing industries rather than fabricators, using 
studied and kept for reference—one of the relatively more power and industrial equip- 
most helpful issues ever presented SPI’s 64,- — 

000 readers (circulation 16,000; average 4 A highly individvelistic market — with its 


own unique geographic, climatic and economic 
conditions and characteristics. And that is why 
a large proportion of your best prospects in 
this market read only the one power and in- 
dustrial publication edited expressly in their 


readers per copy). 


Here, then, is your big opportunity for the 
1948 Fall selling-buying season! Your op- 











portunity to have the story of how YOUR interests. Only through Southern Power and 
product increases plant productivity read Industry can you get the intensive circulaiton 
with exceptional interest . .. by the execu- ee ee ee ve ee 
tives and engineers in all the worthwhile 

plants ... in your best market for sales 

expansion in 1948-1949! a 





PLAN NOW FOR A DOMINANT SELLING MESSAGE 
IN THIS ISSUE...CLOSING DATE SEPTEMBER 7th. 
RESERVE ADEQUATE SPACE TODAY! 


© Southern Power aud Iudustry ® 


GRANT BUILDING e ATLANTA 3, GEORGIA™ 





TEXTILE INDUSTRIES @ SOUTHERN POWER & INDUSTRY @ SOUTHERN AUTOMOTIVE JOURNAL @ ELECTRICAL SOUTH @ SOUTHERN HARDWARE @ SOUTHERN BUILDING SUPPLIES 
ya 
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{CONTINUED FROM PAGE 47] 


Budget Survey 


only 17 members, or 6% have for 
malized their approach to budgeting 
through the use of a printed form 
which outlines a step by step pro 
cedure and summarizes this data 
for management review. The need 
for missionary work is well indi 
cated 

Whereas 89% of the answering 
managers stated that the planning 
of their advertising budgets is based 
on sales objectives and sales poten 
tials in the markets to be reached, 
only 70% answered that they secure 
research data for the markets in 
These 


answers, of course, are not compat 


which they are interested. 


ible and seem to indicate that the 
meaning of sales objectives and how 
they are evolved is not completel) 
clear to all members 

Another seemingly contradictory 
answer turned up in reply to out 
question regarding the present an 
nual NIAA budget survey report. 
In spite of the fact that returns are 
now so few that this report is no 
longer representative, 72% of those 
answering our special questionnaire 
stated that they were interested in 
or actually influenced in the prepa 
ration of their own budgets bv the 
data embraced in the national sur 
vey. The only conclusion our com 
mittee could reach is that members 
are interested in the idea behind 
the report, but that the form of the 
survey is entirely too detailed and 
complicated. We have recommended 
that future surveys of this type be 
greatly simplified so that thev can 
be easily answered, quickly tabu 
lated and the results conveved to 
members promptly 


Four Case Histories Slated 


Chat our members are interested 
in budgeting practices and methods 
is borne out by the answers to out 
last two questions. 260, or 72.5% 
of the advertising managers answet 
ing, thought that a series of case 
histories of successful budgeting 
methods would be helpful. And of 
this number, 36% expressed their 
willingness to report on their own 
budgeting practices to aid the work 

This gave the committee a tangi 
ble expression of what was wanted 
by you advertising men in the way 
of budgeting information and these 
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Golf Champ Putts Up For Dotted Line Prize 





GOLF CHAMP for 1948 of New York Dotted Liners was the title won last month by Dick 
Gubick of the Charles Dallas Reach Agency. Rudy Kopfmann of Associated Business Papers 
and Al Eckel of the Chilton Company award the winner's cup and first prize: an automatic 
martini mixer. INSET—Ralph Jones, Humbert & Jones, eyes his seventh low net prize. 





are our plans to supply that mate 
rial 

\ minimum of four case histories 
on the successful budgeting prac 
tices used by member companies will 
be prepared each vear and mailed 
to you with the regular NIAA News 
Letter. The identities of the com 
panies selected, for obvious reasons, 
will remain anonymous. The selec 
tion of companies for case studies 
will be based on the volume of an 
nual sales, size of advertising bud- 
get and the type of industry. 


Cover Varied Budget Sizes 


Each study will be a complete des- 
cription of the functions performed 
by the advertising manager and pos 
sibly others in his organization, in 
the building of his advertising pro 
gram. It will show how markets are 
selected, how sales goals are de 
termined and where the source data 
for each of these are obtained. The 
step by step procedure involved in 
the preparation and approval of the 
budget will be detailed and the text 
will be supplemented with charts 
and budget forms where available. 

Due to the nature of your business 
or the characteristics of the markets 
in which you sell, you may not be 
able to follow the pattern of any one 
of the specific studies step by step, 
but by lifting an idea here and there 
from these studies, your own bud 
geting procedure can be improved 

The first case study is being pre 


pared and will be published in the 
near future. It deals with a large 
company whose annual advertising 
budget is in the $500,000 to $1,000,- 
000 classification. Perhaps some of 
vou who have smaller budgets might 
think that the procedure involved 
in a budget of this size would be of 
no interest to you. Actually, how 
ever, this large budget is made up of 
a series of smaller product budgets, 
a number of which might be smalle1 
than the budget of any company 
represented here today. The think- 
ing and planning behind this large 
budget is simply the sum of the 
thinking and planning behind a 
number of small budgets 

Conversely, the case studies of 
small companies can well be of 
great benefit to the larger com- 
panies. Since the larger budgets are 
usually made up of smaller product 
budgets, the large company might 
discover many improvements which 
it can apply to its own procedures. 
After all, it boils down to the final 
measurement of advertising cost per 
dollar of sales, and the size of the 
advertising budget becomes a rela- 
tive matter only 


J. Allen Mades Joins 
Simpson-Reilly, Ltd. 

J. Allen Mades has joined Simpson- 
Reilly, Ltd. as manager of the Seattle 
oftice and will be responsible for the Paci- 
fic Northwest territory. Former manager, 
Sidney F. Smith, has resigned to re-enter 
the armed forces 
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IS KNOWN 


who use it! 


Your catalog is you— your whole business ball 
of wax. It should be placed strategically, where 
customers and prospects can soak their inquir- 
ing minds in it— make up their minds that they 
want your sales engineers to work with them — 
and then either reach for the phone or write that 


all-important letter. 


Treasured —in 12,000 plants. Your catalog — 
15,000 copies of it—gets accorded the honor-spot 
by process industries engineers and executives 
when it is distributed as a part of CEC. Daily, 
we receive added proof of its extensive, continued 
cards that stream 
into our offices. And no wonder. When made a 
part of CEC, your catalog benefits by the steady 
promotion — direct-mail, periodic supplements, 
business paper advertising— that stimulates ever- 





” 


use in the ‘‘Report of Use 


greater use. 


Yours for greater usage. To help you put your 
product’s best foot forward, Reinhold employs a 
full-time staff of expert catalog-creators — engi- 
neers, designers, artists, and specialists in the 
graphic arts. Their services are yours pro-rata 
only—on a cooperative basis that brings you the 





most for the least. 


So— from specification-writing to assured usage 
by the key men, the 15,000 known buying-teams 
who each receive CEC, Reinhold puts 30 years’ 
experience at your disposal, to help you all the 
way. Let us put you in touch with the facts today. 
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“‘The Process Industries’ Catalog’’ 
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REINHOLD PUBLISHING CORPORATION: New York * Chicago * Philadelphia * Cleveland * San Francisco * Los Angeles * Buffalo 
Publishers of Materials & Methods, Progressive Architecture. Adv. Mgt. for American Chemical Society Publications. 
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| CONTINUED FROM PaGE 41] 


Buying Information 


selling—that it includes buying 


based on factual information the 
buyer must eventually ferret out 
This is one of the factors that 
makes order production so ditti- 
cult, so time consuming and so 
expensive, Mr. Jervis emphasized 

“Today the buyer is the star pet 
marketing show,” 
“Now the buyer 


his tull prerogative as a 


former in the 
Mr. ler 


excreises 


said 


purchases yearly. Often he is pro- 
duction manager, plant superin- 
tendent, chief engineer or product 
designer. Buying, or specifying, 
is an integral part of his important 
ob 

“It is the buyer’s job to compare 
the materials, equipment and 
services on today’s ever-expand 
ing market to select the ones 
which squarely meet his stringent 
requirements . and to place the 
orders.” 

Mr. Jervis suggested that this 


~ 








mation on materials, equipment 
with factual in- 
formation that is easy to find, easy 


and services 
to understand, easy to use. 
with information presented from 
the buyer’s viewpoint so that he 
can see the seller’s products in 
terms of his own requirements. 
The definite 
communicating industrial product 


three means of 


information—advertising in its 
various forms, cataloging,and per 
each has its own 


sonal selling 


job to perform, according to Mr. 


buyer, not an expedite buying industrial 


1s cle finitely shopping 


mae the 


the buvet 


industrial work-world tunity, if he 


seldom carries the title 


of buvet Yet he is responsible the buyer's 


lor millions ot dollars worth ot 


questions 


buying 
fers the seller his golden oppor 
looks through “the 
buyer's spectacles” 
product 


with adequate 


procedure of Jervis. The catalog is the connect 


ing gear between advertising and 
selling. 
The seller uses adv ertising asa 


and answers 


selection marketing tool in looking for buy- 


infor- (Continyed on Page 110) 
g 








NIAA members gathered in chapter groups at Baltimore membership 
banquet. (1) Rockford: Tony Crossman, Cramer-Krasselt; Cy Edwards, 
Geo. D. Company; Jack Glynn, Barber-Colman; Walt 
Hagstrom, Mattison; Wendell C. Galloway, agency owner; Don H. 
Brubocker, Micro-Switch; Roy Cratty, Cramer-Krasselt. (2) Cincinnati: 
W. D. Shannon, Allis-Chalmers; G. E. Hay and Gene Schwarber, 
Modern Machine Shop; Richard G. Hext, Littleford; Dick Kline, MMS. 
(3) Hercules Powder party: Ted Marvin, director of advertising; Mrs. 
Robert Richie; Gifford Miller, Baltimore broker; Robert Yarnall Richie 
"Problem, Solution, Result,"" Frederick 


Roper 


producer of Hercules’ film, 


Van Lennep, Newsweek, Dianne Marvin, Matt Farrell: (4) Cleveland: 
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Harry Stratton, Lezius-Hiles; Mrs. Alfred Roth; Jack May, Lezius-Hiles 
Mrs. Ed. Crafts; Alfred Roth, Towmotor Company; Edward F. Crafts 
Dresser Industries; Miker Herbert, Central Electrotype. (5) Westerr 


New England: Mrs. Ray Helbig (back to camera) Ray Helbig 
Greenfield Tap & Die Works; Roger Lyman, Torrington Mfg. Company 
Mrs. Lyman; Don Buckwell, Stanley Works; Edith Wooton, Wiremolc 
Corporation; Al Wolcott, GE Plastics; Ed W. Heery, Rockbesto 
Products; Fred Emerson, Sparton Saw. (6) David E. Stokes, F. - 
Stokes Machine Company; Mrs. J. M. Lupton; Russ Hollingsworth 
Mrs. Stokes; John Mather Lupton; Emil Stanley, Transportation Supp! 
Entertainment and dancing followed the 
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Before choosing any printing paper... 


Look at Levelcoat... 
for brightness 


ve it. See how the use of specially 
elected clays gives sparkling surface 
brilliance to Levelcoat * printing paper. 
Print with it! Picture type and illus- 
tration in the brightest looking book 
ou've ever produced —on a_back- 


sround of Levelcoat luster. 
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Look at Levelcoat... 
for smoothness 


Let Leveleoat show you how swan- 





smooth a paper surface can be. You'll 
discover a satiny coating flowed on 
with watchmaker precision —a smooth- 
ness which makes beautiful kiss- 
impression printing both easier to 


produce and more certain in effect. 


levleoat: 
oF 


PRINTING PAPERS 


A \ 
Kimberly 
\\| Clark 


Look at Levelcoat... 
for printability 


The press itself can prove to you the 
outstanding printability of Levelcoat. 
On your next printing job, test the 
uniformly smooth performance of this 
You'll be happy 


with the results, pleased that you 


distinctive paper. 


gave your printing the Levelcoat lift. 


Iilustrated here is a typical use of Levelcoat*, not an actual booklet 


Levelcoat* printing papers are made 
in these grades: Trufectt, Kimfectt, 
Vultifectt and Rotofect' 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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Old Man Percentage 
Faces Tough Sledding 


One of industrial advertising’s most annoy- 
ing opponents is doomed. 

He is old man percentage 

NIAA delivered the first telling punch at 
the Baltimore conference. There the board of 
directors appropriated $1,000 for a stream- 
lined survey of industrial advertising ap- 
propriations. 

Under the supervision of Bennett W. 
Chapple, ]r., of U.S. Steel, NIAA will make 
detailed studies of the sales and advertising 
budgeting methods of four progressive compa- 
nies each year. 

Out of these studies the association hopes to 
establish sound principles that will help 
industrial manufacturers plan their advertis- 
ing budgets scientifically. 

The NIAA budget survey project parallels 
closely a similar program undertaken by the 
Association of National Advertisers in the 
general field. 

NIAA’s previous budget studies have 
sought to determine the average percentages 
of sales spent for advertising in different 
product classifications and the allocation of 
budgets to different types of media and sales 
promotion tools. Unquestionably the former 
NIAA budget studies made interesting read- 
ing. But the fact that a constantly diminish- 
ing number of companies participated in the 
annual surveys is evidence of their shortcom- 
ings. 

Too many industrial managements have 
adopted arbitrary “typical” percentages as 
guides to their own appropriations. Often the 
accepted percentage yardstick yields a budget 
too small to accomplish tangible results. 
Sometimes the appropriation is too large, thus 
encouraging wasteful and inefficient advertis- 
ing. 

64 


We have heard of at least one trade group 
that exchanges advertising figures to insure 
that no member “overspends.” And it is 
rumored that this group actually holds “star 
chamber” sessions to “suggest” how many 
pages in what publications constitute an “‘ac- 
ceptable” schedule. 

Any manufacturer who bases his advertis- 
ing solely on his competitors’ activity gets 
nothing but insurance of sales stagnation. Any 
group that agrees to limit promotional effort 
in size or direction is pretty sure to lose out to 
more progressive competing industries in a 
dynamic, growing economy. 

Any advertising appropriation that is allo- 

cated to various promotional channels by fixed 

percentage guides probably suffers from 
faulty planning and vague sales objectives. No 
wonder results are obscure and management 
is unresponsive. 

First essential to sound budget planning is an 
understanding of advertising’s functions in the 
industrial marketing procedure. (This means 
an understanding of buying as well as selling. ) 

Second essential is the establishment of 
sound sales objectives. (It is pretty hard to 
prove results to management if you don’t know 
what buying action you desire.) 

Third essential is as clear a picture as possi- 
ble of the expected results to be attained from 
each advertising page, catalog or mailing. 
(This implies market and media analysis and 
constant testing of creative work.) 

The advertising manager or agency account 
executive who goes to management with a 
clear-cut proposal incorporating these essenti- 
als will get far more support than the man who 
bases his program on an arbitrary pecentage 
of sales, or on an NIAA average. And we 
have a hunch that he will get results and prove 


them. 
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21,500 


21,000 


20,000 





26.6% Gain 
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Sales Promotion Ideas | 
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Westinghouse is currently show 
ing how “electrical living” is good 
living at a display housing project in 
Hartford, Conn. This is the pilot 
program of what may be a national 
promotional scheme for electrical 
power and appliances 

The Hartford proving ground is 
four brand new homes designed by 
Royal Barry Wills to show off elec 
trical appliances at their best. The 
four Westinghouse demonstration 
houses are electrically furnished to 
suit four degrees of income: budget, 
thrift, ideal and deluxe 

Westinghouse says their architec 
tural “Four Degrees of Electrical 
Living” will boost: 1) electric utili 
ties, as a load-building promotion; 


2) builders, 


is an extra selling fea 
ture; 3) lending agencies, as con 
tributing to investment. stability: 
and 4) Westinghouse dealers, as a 
sales booster. 

Westinghouse’s radio star Ted 
Malone is doing two of his regular 
broadcasts from the demonstration 
homes. The company plans to make 
movies of the reactions of utility 
men, distributors, dealers, builders 
and contractors. The film will be 
used to show utilities and builders 
in other communities how to plan 


for similar Westinghouse homes 


® Cartoon Character Puts ‘Lift 
Gate’ On the Order Books 


looked at the 


“Lift Gate,” agreed it was a great 


Good prospects 


idea but they wouldn't take any 


today That was four vears ago, be 
fore the Anthony Company ot 
Streator, Ill., puzzled out the re 

son: customers thought that install 
ing a “Litt Gate” on their trucks 


was too complicated a business 
Anthony Con 
truck loadet 


installed by any 


Actually. savs the 
pany, its mechanical 
device is easily 


7 


jack-of-all-trades mechani 


lo prove this to customers, ad 
vertising and sales promotion man 


ager |. G. Reinhard got out a bottk 


68 








of ink and a drawing pen. He 
doodled up an amiable little fellow 
named Rilev Waters. Riley cavorts 


through an 18-page manual with one 


eve on “Instructions for adjustment, 
lubrication, servicing and installa 
tion of Anthony hydraulic Lift 
Gates,” and the other eye on the 





girls 
Riley’s a whiz at explaining the 
installation. Here are some samples : 
“Don't cut you've 
properly located the lift mechanism 
Remember this is (A) and the 


pipes until 





dimension here governs where lift 
mechanism will be located so it will 
be easier if you put a chalk mark at 
X . if Gate 1s not square across / 
move the *!! Gate lift mechanism 


back or forward until it is square 














if you find loop too long saw very competently handled by rear 
F raring Riley. In four years, says Mr. 
Reinhard, he has promoted “Lift 
Gates” from a special item to as 


it off just enough to, etc. ... 

Mr. Reinhard says that their 
toughest merchandising problem of 
sembly line production. 


selling ease-of-installation has been 





Allis-Chalmers Puts Out Midget Models To Sell By 





DESKTOP DEMONSTRATION—A man who can see what he's thinking of buying is the best 
prospect. But a salesman can't lug around machinery weighing several hundred pounds. What 
you can do, decided Allis-Chalmers, is show your prospect a model. So they now have this 
20-pound aluminum solids pump, one-fourth size, which can be assembled and disassembled. 
Allis-Chalmers business paper advertising carries a coupon offering a desktop demonstration. 
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....of any campaign 
to sell the 
— metalworking 


industry 


For 93 years America’s Greatest Metalworking Magazine . 


A broad statement — but one that truly reflects the tremendously broad 





coverage and influence of The Iron Age. 

More people pay more to read The Iron Age than any other metalworking 
publication —- weekly it reaches a total audience of 105,850 — and year 
after year its renewal percentage is the highest in the field. 

That’s why The Iron Age has served as the keystone in thousands of 
successful campaigns and carries more pages of advertising than any other 


magazine in the world. 








Iron Age is basic 


in a basic industry. 





(tse 4 (alwor KING | 





reads >I 













A CHILTON & PUBLICATION 


@ ® 


100 East 42nd Street 
New York 17, N. Y 
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Advertising Volume Figures for June Issues of Business Papers 


Totals for 6 Months 


1948 Total .6% (in Pages) Under 1947 
June Volume 2.4% (in Pages) Under 1947 


June ints 
Industri H51 
Trade 
(‘la ‘ 
lexpor sS 
Grand Total 6,94 

nile ther 
page 

Industrial Group is 
Aero Digest °72 
American Aviation (semi-mo 37 
American Builder 1sf 
American Citys 140 
American Machir t cl ‘ *413 
American Printer 7 
Analytical Chemistry 4 
Architectura Forum 29 
Architectural Record 61 
Automotive Industr 

(semi-mo.) 168 
Aviation Maintenance 62 
Aviation Week **110 
Baker Helper ! ‘ Lod 
Bedding 127 
Better Road i2 
Brewers’ Digest 6 
Brick & Cla Re« rd °4 
Bus Transportatior 180 
Butane-Propane New $°142 
Canner (w.) *x0 
Ceramic Industry $* 86 
Chemical & Engineering 

News (w.) 115 
(Chemical Engineering 293 
(hemical Industries 110 
(Chemical Proce ng Preview 120 
(‘ivil Engineering 47 
(foal Age $994 
Commercial Car Journa 197 
Construction Digest (bi-w.) *140 
Construction Methods 120 
Constructor ; 
Contractors & Engineers 

Monthly (9% x14) HS 
( osg@grove Magazine > 
Dairy Record 4 
Design News 92 
Diesel Progre (9 x 12) 15 
Distribution Age a0 
Drug & C metic Industry *129 
Electric Light & Power 113 
Electrical Construction & 

Maintenance ] 
Electrical South 60 
Electrical West 99 
Electrical World (w.) 293 
Klectronics 162 
Engineering & Mining Journa 132 
Engineering News-Record v.) 2°315 
Excavating Engineer 5 
Factory Management & 

Maintenance *269 
Fire Engineering 12 
Fleet Owner 136 
Food Industries 171 
Food Packer *48 
Food Processing Preview 66 
Foundry °228 
(jas 50 
Gas Age (bi-w.) $115 
Heating, Piping and Air 

Conditioning 139 
Heating & Ventilating 84 
Ice Cream Review 116 
Industrial & Engineering 

Chemistry 12 
Industrial Finishing 

(4% x6%) Ri 
Industry & Power 148 
Iron Age (w.) *5623 
Machine Design *223 
Machine & Too> Blue Book 

(4% x6%) 284 
Machinery 281 
Manufacturers Record 10 
Marine Engineering & Shipping 

Review 103 
Mass Transportatior 19 
Materials & Methods 151 
Mechanical Engineering 16 
Mechanization *R7 
Metal Finishing 102 
Metal Progress 123 
Milk Dealer 118 
Milk Plant Monthly *69 
Mill & Factory 222 
Mining & Metallurey 26 
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Page 
Gain 
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Gain 
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Six Months - 14s 
Industrial 04,201 
Trade tS 546 
Class 14.303 
Export 8,151 
Grand Total 165,001 
thlies and have standard § x 10 

Industrial Group | 
Modern Machine Shop 

(442x686) 

Modern Packaging . 
Modern Plastics a 
I 


Modern Railroads 

National Butter and Cheese 
Journal , 

National Petroleum News (w.) 


National Provisioner (w.) 
National Safety News 
il & Gas Journal (w.) $°5 
operating Engineer 
Organic Finishing 
Packaging Parade (9% x12) 
Paper Industry & Paper 
World 

Paper Mill News (w.) $* 
Paper Trade Journal (w.) . 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner . 
Pit & Quarry . 
Plant Engineering . 
Plating 
Power 
Power Generation 
Practical Builder 
Printing Magazine 

. 


Product Engineering 
Production Engineering & 
Management -ebmes 

Products Finishing (4%4%x6™) 

Progressive Architecture 

Purchasing , ; 

Quick Frozen Foods & the 
Locker Plant 

Railway Age (w.) 

Railway Egineering & 
Maintenance 


Railway Mechanical Engineer 
Railway Purchases & Stores 
Railway Signaling 

Roads & Streets 

Rock Products ° 
Sewage Works Engineering 
Shears ais 

Southern Power & Industry 

Steel (w.) ° 
Supervision ni 

Telephone Engineer 

Telephony (w.) a 
Textile Industries 


Textile World 


Timberman ; a 

Tool & Die Journal (5x7%) 

Tool Engineer 

Traffic World (w.) 

Water & Sewage Works 

Water Works Engineering 

Welding Engineer . 

West Coast Lumberman ° 

Western Canner and Packer 

Western Construction News 

Wood Construction & Building 
Materialist 

Wood Worker , 

Woodworking Digest 
(4% x6%) ° 

World Oil ” 

World Petroleum 
Total 17 

Trade Group ] 

Air Conditioning & Refrigera- 
tion News (w.) (11%x16) 

American Artisan : 

American Druggist . 

American Lumberman & Build- 
ing Products Merchandiser 
(bi-w.) ° 

Boot & Shoe Recorder 

> 


(semi-mo.). 
Building Supply News 
Chain Store Age 

Administration 
Combination 


Edition 
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892 
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Send For Recent Issues 


Advertising and sales executives as well as agency 
executives are showing more and more of an interest in 
Transportation Supply News. 

We'll be very happy to send you a few recent copies 
of the only monthly product information publication 


covering all aspects of transportation. 


Transportation Supply News is distributed each 


month to 45,000 transportation men—operating, manage- 
ment and maintenance executives in railroad, trucking 
companies, airlines, water transportation companies, 
street cars, bus and taxi-cab companies. 

In its four years, this easy-to-read newspaper format 
publication has produced thousands of inquiries which 
have been quite a revelation to advertising and sales 


executives. 


Send For Reprints Below 


Because Transportation Supply News is such a tre- 
mendous puller of worthwhile inquiries, you might also 


like to see reprints of the three advertisements below. 
TSN’s advertising, featuring inquiries, is appearing 

in Industrial Marketing, Advertising Age. Printers’ Ink, 

Standard Rate and Data, Sales Management. Advertising 


and Selling, and Tide Magazine. 
Any size advertising unit can be accommodated in 
Transportation Supply News. Color is also accepted. 
We will also be very happy to send you current 


advertising rate card. 





TRANSPORTATION SUPPLY NEWS 418 S. MARKET ST., CHICAGO, ILL. 


New York Office: 122 East 42nd Street, New York 17, N. Y. 
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Ad Volume Tabulation 


| CONTINUED FROM PAGE 


Trade Group 
Druggist Editior 
General Merchandise 
Variety Store Edition S| 
Grocery Edit n 
Department Store Econom 
Domestic tngineering ] 
Flectrical Dealer 
Electrical Merchand ne 


(9x12) 1 
Flectrical Wholesaling . 
Farm Equipment Ket ns 


Farm Implement Ne 
(bi-w.) *1 
Fueloil & O He 
(jeyer Topi 
(ila Lig 
Hardware Age 
Hatchery Tribune & Feed 
Retailer 
i ery & Under 
Implement & Tr 
Implement Record 
Ind tr I ! 
Inter r | 
jeweler Cire r.} tor 
Knit ¢ of VN kly ! 
Leather & Shoe . 
Lingwerie Mere} 
Liq r Store & 
Ml r 
Motor \s 
\i« r Ser 
NJ ON i 
Nat na | t ' 
Sed ete ur : 
l’hotogwrap! "I . 
riumbing & H I ! 
} imbing & H 
| mbing & H ! 
Ww ‘ ' 1 
] itr Sul | 
Radi & T 
Sheet Me \\ 
S« therr \ ’ 
> thern HU 
St rting i } ‘ 
Spor Age 
Super Mar t M 
~ y Li a. Ss ' \l 4 Y 
(4 xh) 
(lass Group ) 
Ad ! \ 
(10%x ) 
(mer iT | 
Amer ul i 1 
Amer , | , 
Ranh r 
hair \ | 
Ite , ' Con 
{ 17 ’ \ | , \ ‘ 
lLDenta 
} ryt ~ 
Hi pita Vl 
Hi ‘ MI 
[et MI 
H \\ ' 
rnai « t \ M 
\ 
I t \s 
Durstine Appoints Mahan 
Merchandising Director 
5S D. M take the p 
I 1 it Rov > 
t | ft « ni In his new 
, \fy Ma 
T ? 
i k wl 
1 
thar . 
cTict | 
' \f 
i { C1 ( 
inn | ! | 
Fuller & Sr \" 
IX S 
In addit to 
wide advert 
exper ‘ ' 
ell cul 5 
T 
> Vv" I cei trica 


Pages 
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/ 


: Class Group 





June Six Months 
Pages — - Pages — 
1948 1947 1948 1947 


Medical Economics (4%4x6%) 118 97 664 648 
Six Months Modern Beauty Shop : 98 93 593 615 
Pages — Modern Medicine (semi-mo.) 
1947 1948 1947 (4%x6%) ..... 143 141 863 917 
105 637 759 Nation’s Schools ........e:-. 59 73 419 406 
Oral Hygiene (4-5 16x7-3 16) 122 142 753 878 
$10 851 892 Restaurant Management .... 82 80 519 514 
af 630 709 Scholastic Coach... 32 36 237 222 
78 179 585 School Executive—School 
157 1079 946 Equipment News . 12 43 349 331 
ef 270 39] School Management (9%x11%) 22 § 154 152 
What's New in Home 
166 1153 1114 Economics 100 86 571 551 
*101 632 630 ‘ 
69 495 431 Total 2,269 2,354 14,303 14,717 








1948 














*147 1121 980 Eixport Group 
108 664 659 American Automobile 
87 ,78 600 (overseas edition) 71 50 545 474 
19 145 100 American Exporter (two 
26 09 259 editions) = 241 269 1778 1889 
American Exporter Industrial 
, 28 g (two editions) 155 33 1130 979 
” 79 S04 Automovil Americano 84 69 636 576 
60 12 1034 Caminos y Calles 0 27 174 163 
( $69 134 Farmaceutico 51 355 454 
7 1268 12K Hacienda (two editions) 119 726 784 
4 632 4 Hospita 14 83 90 
»49 ] j 18?°0 ingenieria Internacional 
10 gene 69] Construccion g°2 89 $48 469 
*] ‘ 629 Ingenieria Internaciona 
& ‘ 180 industria 7 110 617 672 
( && McGraw-Hill Digest 16 S 94 36 
gn r 94 Oficina Mecanica Moderna 67 108 140 217 
2 ‘ Q4 Petroleo Interamericano 58 54 290 194 
18 { 10¢ Pharmacy Internationa 20 an 137 36 
Revista Aerea Latino 
i ‘ 4 americana 12 *18 104 159 
; Revista Rotaria 7 10 i3 60 
- j Spanish Oral Hygiene 
‘ 17¢ r (4-5 elie 16) ‘ 0 231 or 
; 174 S04 Taller Mec; Moderne 67 108 140 217 
‘ j Textiles Panamericanos 71 63 oSO 350 
& Tota 298 1,408 8,151 8.328 
0 47 Sincludes a special issue. 1947 May and June sues of School 
1 om 6 Management combined 
4 ‘ TOS *Im ides classified advert ng 
g 147 1659 Estimated 
‘ $48 4 Two issue 
GR7 Five iss 
1947, OH] Weekly became World Oi June 1947 
- rey des six issues 
International pul hed its first edition in June 
Y 8 244 re g 17 
i7 fleures cover both Aviation and Aviation News, which 
i '4s 194% ere neorporated into Avia Week as of July 7, 1947 
Fume 4S figure includes Air Transport which w: incorpo 
' +4 ‘4 rated into Aviation Week as April 1948 
} 12 i4 Ope rating Engineer published its first regular ie Jat 
i ' i 148 
hls H24 deve not include advertisir ! pecial Western section 
t As of Jar ‘4s, Hide & Lenttue & Shoees became Leather 
& Shoes 
a1 $2 Plant Engineering published its first i ie November 1947 
! si Beginning January, 1948, Practical Builder changed its type 
page ze to 7x10 inche The 1947 figure is nverted to the 
new siz 
' As of January 1948, Water Works Engineering became a 
mont The 1947 fim@ures are based on two issues 
Correction: May 1948 Volume ould have read .2% under 
17 it ead of .1¢ ver 1 7 
“ ‘ \l ‘ ur for bing & Heating Wholesaler 
‘ d ha 9 inste ‘3 
inal fis for April and May 148 s<sues of Journal 
14 Oot ‘ the Americ: Medical Association, estimated as 297 and 
are S00 and 3%1 
cts and appliances field as advertising those NIAA Conterence visitors 
nd ' ’ , t 
wtadeernac a anager, and who could squeeze into the com 
ite vyenera 1diVve Sl manaver > . : ; a. ‘ 
the \\ ‘ sting! OUSE | lectrie i rpo ps ny S suite Tor Co ktatls and pi 
Hor also. most recently. as director ture preview 
. ' me * a . . a : on 
VES See Pere TOONS 10 The film itself——more dramati 
the ( ey Divist \veo Manutactu . : : 
eae ' and colorful than its title—tells the 
Mr \laha has produce direct maul torv ot chemical research trans 
acdvertis tor nany nationa iccounts lated nto tires, plasty S, papel and 
' "1 
- © Known in % retail circles explosives. The movie covers the 
ar ora ws oni har U.S., hitting the high spots where 
ite ( | ctor \\ ir Savings Stati , -™ 3 ' Ms : : 


Hercules Movie 
Has Pulling Power 


Hercules Powder Company ran 


in film 
for 


gs of its color 


Solution 


1 
SHOV-V’ 


Wo 


‘Problem 


new 


Result” 


Hercules plants are located : a'so 


covers the field of industry hittin 


those plants where Hercules prod 


ucts can be seen in action. The test 


character as 


part 


tube and flacon, in 


“solution,” occupy prominent 


in the film. 
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No. 11 of a series of field market 
studies of big power plants re- 
vealing how power equipment 
is specified and purchased . . . 





The qu ops. — 


power plant never stops to rest 


Perhaps you've had the pleasure of staying at New Orleans’ famed Roosevelt 
Hotel, known far and wide as the “Pride of the South.” 

We'll bet you little realized that many floors below the quiet and comfort of 
your beautifully furnished room, a giant power plant was hard at work, day 
and night. Yes, deep in the basement you would find boilers, compressors, con- 
densers, evaporators, turbines, switchboards, motors and other mechanical 
and electrical equipment... for heating. for elevators, for air conditioning, 
for the chefs in the kitchen. to freeze the rink for the ice show in the lovely 
Blue Room... for a dozen other purposes. 

For a hotel. in a sense. is a world all its own .. 
it a haven of hospitality must run smoothly at all times. More than that. . . 
even while this equipme nt is busy wearing itself out, progressive management 
and the power engineers are planning improve ments and modernization. Right 
» million is being invested in a huge modern- 


. and the machines that make 


now, in fact. at The Roosevelt. $2 
ization of power sery ices. 


and here is the story of how Power Equipment 
is specified at The Roosevelt in New Orleans... 





tical ceilings will enclose these ducts. 





Hot-air ond cold-air ducts, installed 


conditioning, are controlled by thermostats. Furred-down acous- 


+ 


< 


How Power Equipment i 


Key man in these modernization activities is John 
Bryner, Buslding Superintendent and Chief Engineer. As 
ciated with the Roosevelt for 24 years, Bryner knows me 
about the building and its facilities than any other m 
Reporting directly to Mr. Weiss, he is in full charge of 
new construction, remodeling, maintenance, and routi 
operation. 

Here are the major items in the modernization progr 
he is now supervising: 






























1. Three new gas-fired water-tube boilers installed a ye 
ago to handle increased steam-service demands wi 
greater efficiency. 

2. Complete air-conditioning for all public rooms « 
guest rooms — a 1700-ton plant of the most mode 
design. 

3. Installation of circulating ice water and radio in 
guest rooms. 

4. New lobby, coffee shop, fountain lounge, and 
already famous Blue Room, with its disappearing fi 
for ice shows. 

5. Completely new electric feeder system and switchboa 








PLANT 


Mr. Bryner supervises the operation and maintenance 
more than a million and a quarter dollars worth of mach 
ery and equipment in the basement plant that is the n 
center of the hotel. Each working day the Roosevelt 
500,000 cu ft of gas fuel, 20,000 kwhr of purchased elect 
ity and 350,000 lb of steam. 


. 
—, 
=~ 





Part of the new air conditioning equipment. Two 650-ton and 


one 440-ton centrifugal units are now being installed. 








One of the turbines used as mechanical power source to drive 






centrifugal compressor. All such equipment is installed in dup! 





cate to insure continuous service. 








njis specified at The Rooseve 
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modern in any hotel. 














modernized. 






4% BUYING PROCEDURES 






@ A McGraw-Hill Publication @) 


330 West 42nd St., New York 18, N.Y. 








In carrying out his responsibilities for construc- 
tion, operation and maintenance, John Bryner directs 
a staff of 80 men; in which virtually all trades are 
represented. This staff is organized by fumctions as 
shown in the chart below: 

















Gniet Engr 
Ju Bryner 
Pin SM 
Oftice Stoff 
Asst. Chief 














| } | L | 











Engineering Electricol Plumbing Corpentry Pointing 
Wotch Engr , 
(eoch shift) ‘oreman Foreman Foremon Foremon 











Firemen, Trodesmen Tradesmen Trodesmen Trogesmen 









































*POWER readers 





His three new 40,000-lb-per-hr boilers supply steam 
to a laundry doing 38,000 pieces per day (soon to be 
completely air-conditioned) and kitchens serving 
5000 meals per day. They also supply the new air- 
conditioning system, one of the largest and most 


With the new air-conditioning, steam radiators are 
banished and each guest may control the tempera- 
ture of his room individually, from 68 to 82 F. Two 
650-ton and one 440-ton centrifugal compressors, 
driven by steam turbines, supply chilled water, which 
is distributed to conditioning units on each floor. 

Other important elements of the plant under Mr. 
Bryner’s direction are: two 100-cfm air compressors 
for general building service, a central vacuum system 
for cleaning, about 26 individual cold-storage com- 
. and partments each powered by a small condensing unit, 
machines for making cube ice, refrigeration (15 
tons) for circulating ice water, 15 elevators with 
ac-de converter sets, pumps for boosting city-water 
pressure to reach top floors, fire pumps, and an ex- 
tensive ac electrical system now being completely 


All purchases in connection with construction and 


engineering operations are handled by Bryner’s de- 
partment. Here specifications are written, requi- 
sitions issued and contracts drawn. Selection of 
equipment and supplies rests, in most cases, entirely 
with Mr. Bryner and his assistants. 


Many projects dealing with engineering facilities 
and operations originate in the engineering depart- 
ment. In such cases, Mr. Bryner draws up plans and 
recommendations for the final approval of Mr. 
Weiss, the president. 


HIS BUSINESS PAPER 

John Bryner started reading POWER over 30 
years ago, when he was a marine engineer. POWER 
makes the rounds of the key men on his staff. After 
they have consulted it on matters of interest to their 
departments, copies are filed for future reference. 


Bryner believes the advertisements to be as impor- 
tant in educational value as the articles. As he puts 
it, “Reading the ads is one way to see what’s happen- 
ing in the field.” Like most engineers, he prefers ads 
which give specific information on equipment and 
applications. Such data proves a real aid in selecting 
the many types of machinery and supplies needed in 
a large operation like The Roosevelt. 
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How To Reach Your Foreign Customers 


Preparation of foreign language 
copy in the country where it 1s to be 
read is the easiest way to avoid 
boners in translation, said Fitzhugh 
(sranger, International Harvester’s 
manager of merchandising services 
for foreign operations. Mr. Granget 
shared the NIAA Conference clini 
platform on export with Robinson 
Murray, vice president of 
Viadimir & Co.. who 
questions of European selling. 


M1 Murray 


American business papers do not 


Irwin 


dis¢ ussed 
pomted out that 


have European coverage either ex- 
tensive enough or constant enough 
to give adequate market coverage. 
He recommended advertising in lo- 
cal media 

Among sales aids particularly in 
europe, M1 


said, are printed no-text sheets. Lo 


demand in Murray 
cal concerns imprint their own mes 
handletter 
Lack of paper and lack of 
good cuts or press work has made 
European distributors look to this 


Sages or even write or 


them in 


country for help 


Discussion of export problems 
brought out the point that accurate 
mail lists are 


ind valuable direct 


available for a number of South 
American countries. But in mailing 
to a foreign country it is more ad 
vantageous to have material sent 


ut locally than to put out a large 


mailing from this country which 
tend to bog down the local post 
othice 

Mr. Granger said that several of 
South 


tries publish well-handled business 


the larger American coun 
and technical papers that can reach 
the local market for American ad 
veritsers. He pointed out that small 
er countries do not have such pub 
lications because the number of peo 
ple engaged in a business will not be 
enough to support a magazine 
“Because of our very specialized, 


technical lines,” said Mr. Granger, 


“International Harvester has found 


78 


it most satisfactory to have the ma- 
jority of translations made overseas, 
checked over there and rechecked 
here. This is now done even on copy 
for American International publica- 
tions. Constructive criticism from 


outlets in the various countries 


Conf keno 


should always be sought, and re 
Over a few 





corded for reference. 
years this will be found invaluable 
translating guidance. Several large 
companies and publishers have used 
such material for the development 
of technical dictionaries which are 
essential in these language problems. 

“Motion pictures, slide films and 
other visual aids rate very high on 
my list of American merchandising 
tools to be used abroad. A great 


many 


»f us are finding that material 
United 


foreign 


developed for use in the 


States is not suitable in 


countries without some adaptation 


because we and our clientele are so 
far advanced technically that our 
presentation and approach is beyond 
foreign appreciation and 
tance. Probably no single merchan- 


accep 


dising tool can assist more in edu 
cating people abroad on our prod 
ucts and their proper usage than 
visual aids. 

“There is a steadily increasing 
demand for research and market 
analysis for export information and 
Many 


engaged in this activity 


guidance. companies have 
overseas 
comparatively recently, and many 
more are seeking the type of infor- 
mation which is now becoming 
available on foreign buyers. Some 
concerns are even going so far as 
to prepare what might be termed 
country manuals, providing all types 
of available background informa- 
tion. Some of these organizations 
are cooperating and exchanging the 
information gathered to their mu 
tual advantage.” 





EXPORT EXPERTS who headed the clinic discussion on foreign marketing problems were 
Fitzhugh Granger, International Harvester, who told how his firm carries on trade with 
South America, and Robinson Murray, Irwin Viadimir & Co., who discussed agency methods 
of morketing in Europe. Talk centered on language barriers and channels of advertising. 
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Whe Copy Claaerd 


SFT PT ae 


The ‘Light Touch’ in Business Paper Advertising 


RESH from juggling our check- 

book the other day to make our 
arithmetic have some degree of re- 
semblance to the bank’s opinion of 
our fortune, we went browsing 
through an issue of Banking. 

Now financial advertising is com 
monly regarded in the trade as the 
nadir of the advertising art—just as 
financiers themselves are commonly 
regarded as the least human form 
of human. 

So it was much to our astonish- 
ment that we found Banking to be 
edited, apparently, by some indi- 
vidual who is either irrepressibly 
human himself or has information 
about the nature of his readers that 
has escaped popular knowledge. 

In the first place, the editorial 
matter in Banking is spiced with 
cartoons. Now we have been led to 
think of a banker’s laugh as some- 
think like the cry of a werewolf 
and so have figured his sense of 
humor more susceptible to such cir- 
cumstances as foreclosing a mort- 
gage or handling a departed deposi- 
tor’s testament than to the antics of 
a professional funny man. 

But, sure enough, cartoons there 
are in Banking, and while few of 
them are exactly 
least they suggest that the banker 
reader, under the 
cloak of austerity, has a risible el- 
how. 

Our that 

iny of the articles are illustrated 

not with 
meetings or interior views of vaults 
led deep with bullion—but with 
gay little cartoonish drawings. And, 
ndeed, one editorial feature consists 
a series of sketches limning vari- 


uproarious, at 


sleeve of his 


next discovery was 


scenes of directors’ 


is customer types met with in a 

ink, such as “The Fussy Female,” 

Che Male Show-Off,” etc. 

Then we were surprised further 
find two ads decidedly on the 
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But one, showing 
the doorman at the Waldorf con- 
versing with a_ hack-and-horse 
jockey, promotes the Annual F.A.A. 
convention, and the other, reproduc- 
ing a Peter Arno original, promotes 
U.S. Savings Bonds. 

Thus, the two ads with the light 
touch were prepared by the banker’s 
own association and by the U. S. 
Treasury! Not a single other ad 
representing firms with things to 
sell to bankers—exhibits such dar- 
ing. 

But apparently it isn’t only bank- 
ers that get treated as though ice 
water ran in their veins. 

Investigation of a broad cross- 
section of business papers indicates 
that business men in general are 
frequently regarded as cold, calcu- 
lating, humorless. Despite the facts 
that, one, consumer publications 
have proved that humor out-pulls 
practically anything else for reader- 


humorous side. 


© Sree Senne, ORY Find the mam athe @ gaming © emery twee heme 
© US Seong Bench Me men ome emma te start bering, beat MS? 


Find the man who is getting a4 


steady income from U. S. Savings Bond 





ship and, two, all readers of busi 
ness papers are buyers of consumer 
goods and hence can be counted 
among readers of consumer goods 
advertising who are attracted and 
sold by humor 
advertisers are apparently reluctant 
to take the wraps off. 

On the supposition that a humor 


business paper 


ous approach might do somebody 
some good, there follows a study of 
how humor has been used when it 
has been paper 
advertising. 
Cartoons 

Cartoons, particularly if drawn 
by popular artists, get fabulously 
high readership in consumer maga- 
zines and newspapers. A few busi- 


used in business 


ness paper advertisers have likewise 
either used popular artists or have 
attempted to duplicate their styles. 
Among the contributions by rec- 
ognized cartoonists are drawings by 
(Continued on Page 86) 


32nd Annual F. A. A. Convention 


The Weldarf- Astoria, New Yor 


A. A. Convention is 


not even time for ea 


They say the F. 
work work, work 


nac k ride 
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PARTIAL LIST 
OF CONTENTS: 


Why business paper readers 
are different. 


Can short copy “tell all”? 
And does long copy get high 
readership? 


When to go after inquiries, 
and when not to. 


How to advertise when you 
think you have “nothing to 
sell.” 


High readership versus the 
highly selective appeal. 


Helping your readers solve a 
problem; showing them “how 
to do it;” giving them ideas; 
promising a benefit — and 
proving it. 


What to say to dealers when 
you’re entering a new field. 


Tailoring a consumer theme 
“to the trade.” 


Why your sales objective (i.e., 
what you want) should not 
dominate your advertising 
approach. 


Can copy be “pre-evaluated” 

for high readership? 

What are the four basic steps 

in creating “Copy that Clicks 
with readers”? 
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opy that Clicks” 


with readers, that is! 
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A whole volume of case-histories 
to help you do a better job 
of business paper advertising 


and it’s yours for the asking! 


If you remember ABP’s famous “Tell All’ 
book, and, more recently, ““Hit the Road,” you 
can skip the rest of this copy and just clip 
the coupon. 


For this book is a sequel — and that should be 
enough for anybody who has read ABP’s two 
earlier volumes. 


Like them, “Copy that Clicks” has only one 
purpose —to help you do a more effective job 
of business paper advertising. It doesn’t pre- 
tend to spell out the final word on the subject, 
nor does it lay claim to any unsupported 
theories. But it does offer you a collection of 
“success stories’ —and an honest appraisal 
of the objectives and techniques that made 
these advertisements click with readers. 


Copywriters — Agency execs — Ad-Managers : 


MAIL COUPON TODAY 


FOR YOUR FREE COPY 
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If you’re a copywriter, an agency exec, or an 
ad-manager, this book is for you. The coupon 
below, or a note on your company letterhead, 
will bring your copy by return mail, compli- 
ments of ABP. There’s no obligation, of course 
—except maybe to yourself! 


ip) | THE ASSOCIATED 

q 

Y 
Ch) WY BUSINESS PAPERS 
cin association of 137 independently owned and operated 
business papers. Membership is confined to business papers 
entered under second class postage and audited by the 
Audit Bureau of Circulations. Members of ABP subscribe 
to a code of high editorial, advertising and circulation 
standards, and pledge themselves to deliver publications 


worthy of the subscriber's money and the advertiser's 
investment. 


THE ASSOCIATED BUSINESS Papers, INC. 
205 East 42nd Street, New York 17, N.Y. 


Please send me a free copy of “Co 
that Clicks.” ” 


NAME 





COMPANY 





TITLE or FUNCTION 





ADDRESS 











ift & Company 


|CONTINUED FROM PAGE 83 


Copy Chasers 


VIP showing two thugs who lhav¢ 
found it impossible to open a safe 
with crowbar, dynamite or drill, and 
confess “Dey must 
Swift's 


Reynolds who has his two 


have glued it 
shut with Glue”... by 
Larry 
burglars in a scene for U 
FENCI 


S.S. Cy- 
CLONI they're on a camel 
and are confronted by a wire fence 
that surrounds a harem... by O. 
Soglow whwu has a picture of two 
workmen 


disregarding a passing 


dame while one points to a store 


“Look! 


and by Steig who has 


window and _ says. Boss 
(sloves !"’ 
some of his children in an ad for 


CONTINENTAL CAN 


Barts SHOE COMPANY, 


dealer ad, displays a three-le; 


freak 


to wear 


“She’s so lucky—being 


more than one pair ot 


Baris Shoes at once.” 





—— — > a 





@ CARTS SHOE © BARIS SHOE © BARIS SHOE , 


Fal 


go 





Oxrorp PAPER COMPANY has 
some Gluyas Williams-ish drawings 
Barlow burlesquing Ox- 
attention-to-detail in 
manufacturing. One shows a group 
a little cloud with 


by Tony 
ford’s own 
of men chasing 
butterfly and fishing nets. Caption: 
“Grim chase! The high efficiency 
of Oxford’s recovery system is 
threatened when one stray puff al- 
most escapes the process which re 
covers chemicals for use again.”’ 
DRILLING SPECIALTIES COMPANY 
puts two oil field 
“The Cup and Funnel 
situations that are intended to illus 


workers called 
5 ys” into 


trate the advantages of its “Dris- 
cose.” Waiting outside a dentist’s 
office, one tells the other, “Don't 
worry, pal, I’ve brought a bag of 
Driscose makes drilling easier, 
you know.” 

J. R. WILitaMs uses the familiar 
“Our Boarding House” technique 
in a series of cartoons promoting 
the need for Sol-Speedi-Dri, an ab 
floors. One 


sorbent for slippery 





DRILLING SPECIALTIES COM 


workman has his jumper caught in 
a machine, another is threatening to 
cut him out of it from the rear 
(“Just slide my knife down there 
and he’d come out of it like a 
pinched grape”), 
protests, “No, no! Don’t make me 
look reediculous in front of th’ hull 
shop!” A passerby throws in the 
punch-line: “ ‘Look reediculous!’ It 
is reediculous to work around a 
machine shop without Sol-Speedi- 
Dri on the floor to keep you from 


and the first one 


slippin’!” 

And ARCHER-DANIELS-MIDLAND 
CoMPANY, with a conventional ad 
in the back of the book, spreads a 
series of quarter-page cartoons 
ahead of it to call attention to “Pol- 
mer-ik’s Back!” Cop finds a painter 
bedded down in front of a paint 
(“Pol-mer-ik’s back! We’re 


a painter drops 


shop 
first in line!) 
the babe in his lap when he hears 


the news another lets a ladder 


(Continued on Page go) 
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OXFORD PAPER COMPANY 


weeny Fre ceeee 








Accidents ere ridiculous... 
when you con prevent them with SOL-SPEEDI-DF 
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how expanding world trade could mean a big loss, 


instead of a big profit, for you 


“_-no, no... you don’t understand. You see, even tho your overseas market has increased 
three times over what it was pre-war, you’re very likely to make a big loss instead of a big profit. 


“Sounds peculiar? Well, maybe ... but listen to this: 


“In the next five years our overseas market will be about 60 billion $. 
That's 12 billion a year — three times the average pre-war annual rate. 


“Sure, that’s all to the good. But remember, a large part of that market is due to The Marshall Plan, 
now operating as the ECA... 


“Now perhaps you don’t realize it, but The Marshall Plan guarantees nothing. 
It’s just a hypodermic, nothing more. 


“ 


It’s like lending a little money to a friend who has been on the skids. 
Your friend takes the money and buys new shoes, a suit, hat, shirt and tie; he gets a shave and a haircut, too 
.all so he can get started again on a new job. 


“When your friend saves a little money, he'll pay you back. 
By this time, however, he may have gone to work for your competitor; he may even go in to business for 
himself and compete with you directly. 


“You wouldn't expect him not to, would you? ... just because you loaned him a little money once... 


“Well, the Marshall Plan is something like that ...Some of the countries we're helping now 
will be competing with us soon...some are even doing it now... 





“Of course, I’m not suggesting that The Marshall Plan should not have been put into effect. On the contrary, 
we urgently needed it for many reasons... But I am saying that it presents us, as businessmen, 
with some problems that may turn our profit curve downward, if we're not careful... 


“You see, your overseas markets are big now... but don’t forget it’s dependent on 
the Marshall Plan hypodermic at the moment... but foreign competition is increasing 
... competition which you must beat to keep the market you have been developing... 


“If you relax and don’t sell hard now... well, you know people have a way of forgetting 
... you know what would happen to Lucky Strike sales if they stopped advertising, don’t you? 


“Now even tho many of your customers overseas don’t speak English,— they're no different in this respect . .. 


“You can keep this 60 billion $ market—but you’ve got to keep ringing doorbells 
and repeat that sales talk. If you don’t, you'll find that another salesman 
has turned YOUR customers into HIS customers. 


“Well, what are you going to do about it?” 


INTERNATIONAL CORPORATION. 220m. san st, new vork 18, ny. 


Americano * Pharmacy International * El Farmacéutico * Ingenieria Internacional Industria 


for Industrial Machinery, Construction Equipment and Automotive Products 









~~" 
varters for World-wide Business ond Industrial Information 
«* . 
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|CONTINUED FROM PAGE 86 


Copy Chasers 


drop to rush off to buy some 
and so on 

An unsigned cartoonist shows 
surgeons around an operating table, 
with the caption, “Well, I’m getting 
Let's 


with 


tired of sewing and sewing. 


try holding him together 


Permacel-77 !" 
GENERAL ELectric has a series 
of wackie little cartoons in favor 
of its water coolers. One of them 
exhibits a man with at least seven 
arms: “Of course he gets more 
work done—he’s got the seat neat 
the General Electric Water Cooler.” 
Continuity Strips 

Though probably the most sure 
fire of all layout devices, the strip 
has not been adopted to anv extent 
by business paper advertisers, pos 
sibly because of its lack of dignity 
Yet much business paper copy con 
sists of case studies, and the strip 
would seem to be the 1deal method 
of visualizing problem-and-solution 

In the 


classical copy-in-balloon 


narrative style, | could find only two 
examples. SeTON—a shoe manufac 
turer—-covers a tull page in a dealet 
magazine with eight frames devoted 
to the various answers given to a 


“What time 


most everybody get 


quiz-master's question, 
oT veal does 
‘and ending with a plug 


for Seton he 


new shoes 
other one 1s true 
problem-and-solution the grocet 
who lost sales because the custom 


hev wanted 


ers couldn't find what t 

in frozen toods changed to Freez-o 

Mat, and now everybody's happy 
Drawings with 


type captions 


rather than balloons are used by 
several advertisers. In nine episodes 
KAISER ALUMINUM tells the story 
of how one manufacturer (Sid) de 
cided to change to aluminum, and 
(Carl) be 
lheved aluminum couldn't be adapted 
to that 


initial 


though his competitor 
type ot product and the 
price turned out to be a 
little higher, Sid went ahead—and 
so did his business. Treatment is 


very sweet: drawings are clever. 


copy is cute Last two trames shov 


Carl committing suicide (“Now. 

would you rather be Carl?) and 

Sid sitting pretty | or Sid 
CLUETT, PEABOpy lets some of its 


tamous good-natured consumet 


copy drift into its trade ads. “Dream 
ofhce boy” 


‘Santorset’ relates 


the dream of the office bov turned 


“Of core he gets mame work dome—he's pot the seat 


wear the Gonreal Blecrie Ware Coaker 







W's auc! Employees have more —« littletooperace! Check with your 
sex for then work whens Genera! G-B Dealer woday. General Electra 























sewrng— Lat's try holding him together 
wrth Permacel-77 1° 
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business 


after 


alesman. Out 


f 


(““Boyohboyohboy ! The way I feel 
today I could sell cereal to a seal!’ ), 
he encounters old Mister I-Won't 
Buy - It- No- Matter - What - It-Is 
(“Will I make him eat crow, right 
here on 38th Street, with my new 
label Story we 
him the pitch (“What! You'd turn 
down the greatest boon that ever hit 


the ravon business! 


*‘SANFORSET’ 


gives 


I speak, sir, of 
the label that means: no shrinkaq 


w stretch over 20—by the Govern 








Sid was sich of shortages so... 


ane 
ab x Ge 
abe 


a 


Kaiser Aluminum 

















ment’s cotton wash test.”’), brings 
in several product features, and ends 
up taking the order just before he 
wakes up. 

Personification 

The idea of putting the message 
into the words or actions of a trade 
character is employed by a number 
of advertisers. 

One of the more famous trade 
figures is the roughneck who works 
for Hastincs Piston RiInGs — 
“Tough but Oh So Gentle.” He is 
the ideal character: his personality 
is descriptive of the product’s vir- 
tues. Another good one is UNIVER- 
sAL WINDING’S 
of the 
wound on Universal machines. And 
sUNDY TupiINnG has a family of 
little gnomes that go through their 


a man constructed 


various textile packages 


paces in each ad showing how 
Bundy Tubing is made and used. 
MAREMONT AUTOMOTIVE PROD- 


ucts has two elephants . .. Na- 


rioNAL Motor BEARING COMPANY 
a seal. . . A. SCHRADER’S SON an 
other seal... THOMPSON PRopUCTS 
an Indian baby .. . and RUMFoRD 


CHEMICAL a little man with a big 
“QO” for his 
(uadrofos, the product). These 
trademarks, 


head (standing for 


characters, animated 
give life to illustrations and sugar- 
coat the sales message. 

\ switch on this is to personify 
the product with face, arms and 
legs. ALLIS-CHALMERS shows its 
squirrel-cage motor under a shower 
(“‘splash-proot”) and in medieval 
armor (‘“‘totally-enclosed”). UNIoNn 
Or CoMPANY represents its all- 
purpose grease as an octopus whose 
many arms reach many lubrication 
points. Forp Motor COMPANY re 


views “The Story « 
Piston Pin,” 
(Continued on Page 04) 
Nationa! Motor Bear 


f Genuine Ford 
tracing the career of 
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ater gti the Natwoal b 


Nason Ot Seats ov <a bearng © 


retalling oe 


wecombbied its actually camer than 


potreng track the se kd ale Aad Natmais pay off 





mens of samp -rcame bia b soy benlges phos a 





NATIONAL 













k 
a] 


TT 


r 















































INDUSTRIAL MARKETING, July, 1948 








g's 
ids 


he 


ge 
de 


eT 





& 


























The word is PAID. It means high-calibre circulation. It stands for the best buy for 
those who want to reach the maximum number of live-wire readers in business and 


industry. Paid Circulation is your assurance of strong readership, and that’s the road 


to best returns on your advertising dollar. 


The reader pays to get a magazine because he’s interested. Because he’s interested, 
he reads. And when he reads, you’ve got him lined up for your sales story. The dis- 
satisfied reader, the reader who should never have got the magazine in the first place, 
the reader who changes his job, or retires, or dies —all these are automatically elimi- 
nated by non-renewal. You're not paying for “dead” circulation. Your advertising 


isn’t talking to itself. 


McGraw-Hill magazines are all PAID because we believe no other type of cir- 
culation gives you the same advertising power. We believe that a magazine should 
be known by the circulation it keeps. Every year, over a million readers pay more 
‘than 4 million dollars for their choice of McGraw-Hill magazines. It’s our full-time 


jOb to see that this circulation is giving you your money’s worth of right readers. 





Keeping pace with the trends of industry is a prime characteristic of “paid” business 
publications. 

tery Since 1939, for example, the number of large manufacturing plants has increased nearly 
40%, as shown by the McGraw-Hill Census. The number of people at work in manufacturing 
has increased 50%. In this same period, the circulations of ABC (paid) business magazines 
have increased* 46% —despite a 33% rise in the cost of subscriptions. 

Expanding manufacturing is paralleled by expanding activity in all fields of business 
—creating a constantly increasing number of new buying influences. PAID PUBLICA- 
TIONS reach these new buying influences as they are created, because readers reach for 
the publications. 


*Source: All ABC publications listed in January 1940 and 
1948 issues Business Paper Section, Standard Rate & Data. 
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ASK YOUR McGRAW- 
HILL MAN to show you 
how thoroughly his 

U publication reaches the 

B F I C A T I O N S buying influences you 


want to cultivate. 






» West 42nd Street—New York 18, New York 
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Copy Chasers 

a piston pin from iron ore to Ford 
engine, all in first person. FEDER 
Metats has a “Federated 


deliver the message, with 


ATED 
solder” 
couplets for headlines 


I make a bond that’s strong and fast 


\ metal joint that’s bound to last 


With many laboratory checks 
And strict control I'm held to specs 


With each reorder, pound or ton, 

My composition varies none 
Some of the goofiest art to be seen 
in or out of business papers is spon 
Idea is that 


“pre-sorted” for 


sored by STAR BRUSH 
Star Brushes are 
longer bristles. The bristles are pig 
bristles. One ad has a pig in full 
dress conducting a symphony; the 
headline 1s “We 


Love ‘Long 


Hairs’.”” Another has a flying pig 
Drawings are in the thin line that 
vou see mostly in fashion maga 
mes 
You can do practically anything 


\WATER- 


1 precision-ground 


with an animated product 
BURY Too. has 
piston begging not to be put into 
a rough-bored cylinder. And in a 
SHEFFIELD STEEL ad, some bolts are 


; 


| 1 
shown guzzling a bottle of pop by 


way of pomting up the fact that 
Steel Is ( heap” and the price of a 
bolt adds little to the cost of the 


assembled produ f 


Or—you can personify the evil 

, 
that 18 overcome bv the product 
oy is a dis 


PANGBORN’sS “Dust H 


ing swine that eats up profits 


Yu 
Ina Puicie CAREY ad. some horrid 
uggs represent BTU's escaping 
trom a pipe flange (“Gyp Joint” is 
the headline. ) Hii 


sweating from heat 


BALDWIN 
shows al valve 
+] > ] beral 


OSSES nen cist 


te being insulated with B-H in 


sulation 

\nd in an Armco ad, a length of 
pipe distorted into a huge gulping 
snake chases attet some little 


gnome-like wate drops fleeing for 
their lives. “This Pipe Says ‘Scat’ 
and Means It!’ 
Comic Visualizations 

Sometimes humorous-stvle illus 
trations are used to interpret the 
sales point, usually without any at 
tempt to be funny per se. Comi 
drawings do have value in attract 


CASES 


ing attention, and in many 


1] 


serve very well to illuminate the 


proposition 
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UNITED STATES STEGA SUPPLY COMPANY 












































Edison-Splitdorf Corporation 


Here are a few that aim to ex 
press the sales point. 
The Witt 


arguing for the heavy steel gauge 


CORNICE COMPANY, 


used in its corrugated cases, has a 
couple of midgets peeling the coat 
ing off the can, while admitting, 
“Actually, you'd find it impossible.” 

MASONITE CORPORATION shows a 
character trying unsuccessfully to 
drive a nail through Masonite Die 
Stock 
rout, mill, cut, tap, turn, drill, shape 
(10) 

A picture of a man tinkering with 


“but you can economically 


an old-fashioned radio makes the 


point that “‘a separate loud speaker” 


is “as out-of-date as a spark plug 


with a separate gasket.’ -pISON 


(;ASKETS have built-in gaskets. 


U. S. Street Supepty COMPANY 


“official tester” biting a 


length of steel rod to demonstrate 


lds an 


“ouaranteed minimum hardenabil 
itv.” 

Then there’s a cute drawing of a 
girl taking a bath; the copy, under 


the headline “One Bubble Doesn't 


Make A Beauty Bath,” tells how 
water softeners are timed with 
rELECHRON motors 

Armco 


this pipe says “SCAT” 
and moons it! 


ware 


AGUCOe FIPt aacate 








United States Steel 


Pangborn Corporation 





Telechron 
\LLIS-CHALMERS gets a swami 
into the act: “Sure, your local 


swami can pick a motor for you 
in an instant! But if you want 
motor counsel, you can bank on”, 
etc. More East Indians appear in a 
Bird-Archer ad which has its head 
Arabic: “Lucky 
Indian metal workers. 


line in fellows, 
these East 
Boiler scale, corrosion, and foaming 
are no concern of theirs, for they 
use string-and-finger power. Only 
blistered digit can cause a drop in 
power efficiency.” 
MARTIN-SENOUR 
painter at a_ football 
sconsed in a steam-heated box and 


show S a car 


game en 


attended by some bosomy females. 
Excuse for that illustration is the 
headline, “Take this with a grain of 
salt! But 
painting profits the M-S way.” 


you do get higher 


But probably the best use of hu 
morous illustration is when the pur 
pose is to show the reader beset by 
a problem. Since it’s not too sound 
tactics to touch the reader in a sore 
spot—reminding him of his troubles 
or suggesting that he’s a dope for 
allowing such an_ easily-remedied 
Continued on Page 96) 


Union Oil 





THIS NEW ALL-PURPOSE GREASE 
SIMPLIFIES ALL YOUR LUBRICATION! 
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YOUR PROSPECTS LIKE REGIONALS 


A.C.P. readers “‘go”’ for their regional. The news is local—there’s 
valuable bid facts—and they like to know WHERE THEY CAN 
BUY YOUR PRODUCT. 


YOUR DEALERS LIKE REGIONALS 


Ask your Dealer about his regional—he’s probably using it to 


» sell his own company. You can tie in your product with his 
“name—and that’s good merchandising. 


YOU’LL LIKE THE RESULTS 


The market is there . . . and it’s big! You’ll reach the men who 
spend millions for construction materials and equipment. 
A.C.P. regionals can match markets, seasons—and budgets! 


When you tell your prospects ‘‘where to buy”’ 
you open the door to sales! A.C.P. regional 
magazines blanket your construction market 

and you can identify your dealers in every 
advertisement. A.C.P. regionals cover specific 
areas. You know your market and you list 
your dealers for that region. Prospects like to 
know ‘‘where to buy”’ dealers like to be 
identified. There are 12 publications in the 
A.C.P. group with some 60,000 combined 
or all and 


circulation. You can usé one 


list your dealers every time. 


Write to G. L. Anderson, Secretary Associated 


* Associated Construction Publications sisis'sisresit*timecc™ re 
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[CONTINUED FROM PAGE 94| 


Copy Chasers 


1 


situation to exist—the use of humor 
softens the blow 

The reader is haunted by “sup 
ply-problem” ghosts in an Air Ex- 
PRESS ad, burdened by back-break 
ing “loaded” grinding wheels in a 
ROBERTSON MANUFACTURING CoM 
PANY ad, and drowning in an INGER 
SOLL-RAND ad (“Never Underesti 
mate Your Need for Air’), but the 
bad news 1s handled in a kidding 


fashion 
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Analogies 

Business paper advertising is full 
of analogies—which are normally 
suspect because they may be covet 
ing up for a lack of real copy facts 
That is, when the copywriter can’t 
be specific, he dreams up an ana 
logue—-strong as an elephant, fast 


horse, e 


as a race tX 

But here are some with tongue 
in-cheek good humor 

“Like a Wind-Stripped Chick” 
describes how grain is cleaned by 
the Foster Cyclone Scourer. A 
very tunny turtle introduces the 
story on the toughness of HopokEN 
Paint. A bald-headed gent illus 
trates what “should happen to a dog 

not a brush” and won’t happen to 
INDUSTRIAL 
BrowNuotst has a Scotchman and 


Pitegoff brushes. 


a girafte to explain the economy and 
visibility of its locomotive crane 
And Atuiep BUILDING CREDITs 
finds room in one ad for a sweater- 
girl trafic cop (“Want the GO sign 
for more sales’”), a bride and 


groom (half “their worldly goods” 


96 


will be purchased on time), a jug 
gler (“pet fect control”), a brood of 
chicks (‘When one is hatched more 
will follow. And that’s the way with 
ABC sales.”’), and a lion (“Nobody 
puts the bite on you when you sell 
with ABC”). 

Political cartoon treatment would 
seem to be a natural for ads devoted 
to such difficult-to-visualize subjects 
as costs and profits, yet we found 
only one of this type. REMINGTON 
RaND has a robber baron labelled 
“Cost-Heavy System” muscling in 
on somebody else’s ice cream soda: 
“Don't let cost-heavy systems pinch 
off your profits.” 

Headlines 

Not many funny headlines, but a 
few headline-writers couldn't resist 
the play on words. 

Jenkins VALVE has a flock of 
them in its animal series: 

It's Simple to Avoid a Big Bill for 

Valve Upkeep (bird with big bill) 

Here’s How to Balance Maintenance, 

Sir, against Your Operating Budget 

(a seal balancing a valve) 

It's a Bear at Cutting Down Main- 

tenance (a bear) 

KAISER ALUMINUM has an execu- 
tive over a barrel (“If shortages 
have you over a barrel .. ”) and 
being paddled (“‘and your competi 
tor’s giving you a licking..”) A 
MANNING-BOWMAN ad reveals an 
ear-mufted dealer promising, “Now 
watch me warm up old customers !” 
\ dead duck in a HAsTINGsS Piston 
RrncG ad supports the headline, “A 
clogged oil ring is a.” 

\ man chasing his disconnected 
head illustrates the Ark EXPpREss 
headline, “Don’t Lose Your Head 
Over Shortages!” a roped and 
gagged back-seat driver illustrates 
\pAMS & WesTLAKe’s “Silent and 
.. Just like an Adlike 


and a pickaninny being 


Chatterless 
Relay !” 
measured around the waist illus- 
trates PHILLIPS PETROLEUM’S 
“Girth Control.” 

Copy 

The light touch in copy is much 
rarer than in art. 

One of the better efforts is AMER- 
ICAN BRAKEBLOK’S series in which 
Stopper the pup is handled in some- 
what the tradition of Elsie the cow. 
It's a neat way of putting across 
some technical points that might 
otherwise make rough reading. 

I’m as scared of the American Brake 

blok chemists as I am of a Great Dane 

with a tooth-ach 

But one day I bristled up some cour- 

age and went into their laboratory 














Sure enough, a chemist was messing 

with test tubes and dangerous-look- 

ing bottles and gadgets 

You'll blow us sky- 

high yet,” I growled 

He looked at me and laughed. “Go 
(Continued on Page 98) 
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Selecting the 
Advertising Agency! 


Outstanding in our 30 years of experience are the instances 
of peculiar reasoning or lack of reasoning behind the selec- 


advertising agency. 


Agencies are selected because someone is a friend of a friend. 
They are selected because of the personal attributes of the 
salesman. They are selected because they are large or because 
they are small. 


Too seldom, is the advertising agency chosen on the basis 
of its experience, ability and facilities fitting the problem 
at hand. The friendship of a friend, personality, size or lack of 


caze is not a good reason for the chorce of an agency. 


Your advertising agency should be selected as you would 
choose a partner—for its experience, for its ability, for its 


methods and facilities (regardless of size) in handling you 
specific problem! It is easy enough to check the record! 








If you make for, and sell something to, Industry, Russell 
T. Gray, Inc., has an unusual and interesting story for you 
Russell T. Gray, Inc., is an engineering type of organization, 
interested in industrial sales and advertising problems ex- 
clusively. We know industrial markets .. . We know the 
peculiarities of dealer operation . We are familiar with 
trade language .. We have the ability and the facilities to 
be of valuable help to the sales department—and the Record 
proves it. There is no obligation in discussion. 
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[CONTINUED FROM PAGE 96] : = No... Miss Brown represents the 
: fashion-minded members of our staff 

The Copy Chasers . who have lots up their sleeves for 
chase a cat, Stopper. There's nothing folks like you who want your cos- 
metic containers to follow the fash- 
ions 
You see Miss Brown loves those 
sloping sleeves—into which, of course, 
she can put a lot of things up her 
sleeve. Catch ? 

Finally, there's Don Herold, who 


dangerous here. This is just a routine 
check. The material I’m analyzing 
must be exactly on standard before it 
goes into our brake lining.” 

“Yeah, but I yipped 

“No buts, pup. We analyze all mat 
rial as it's received. That’s one way 
we make sure American Brakeblok 





Beake Lining is the best that can b “Youll blow us sky-high” | grow! j writes as relaxedly as he draws and 

made.’ 1 s who can make even a product like 

\ Pitney-Bowes ad talks to the €,' = : oom putty sound good. Here’s his copy 
~ — = « e 


girl in the illustration in a dealer ad on REARDON’s WATER 
! 


Dror THat Daccer, DELIA c a 7 . Sens = Purty: 


Tsk. tsk! tig Brain girl like vo . ‘ = ‘4 
dye shag cdpdheny Aescwaph cartel, aq I Knew It Would Fill a World Need 
" and How the World Is Buying It Now.’ 


There are a lot of nicks that need 
filling in this old world 

Every home has dozens of cracks, 
ters to be sorted and distributed while mores chips, crevices, and chinks that call 
the office “Good Morning” 1s still for quick, easy repair of some kind 
good. And leave you free to use th: series of famous WU. 5S. patents Until I found Reardon’s Water Putty 
I never used a preparation of any kind 
that was EVERYTHING a crack 


ing surgery with a desk set stiletto 
on every individual entry in_ the 


morning mail! When a MailOpenet 





would do the job in a jiffy, permit let 


old noggin on matters of more which tie in with the sales message 


moment 
¢ . O ce : . 
You say the Boss doesn’t know about as will be shown. = recent ad niller should be. Some were too ex- 
the MailOpener You're no violet presented a tapeworm-trap which pensive, too messy, too wasteful and 
It’s part of your job to wise him up is to be used, instead of medicine too apt to shrink in time and loosen 
on What's New! (which “may cause injury’) to “ef- - : 
Under the head, “Orchids for Our fect the removal of worms from the ~— oe fede) o yr 
Ofice Mesamer?’ Woon Orrici ps x a big, economical full-pound can of 
: VLanag system.” It consists of a barbed trap handy powder that you mix as you 
FURNITURE INstTITUTE relays this which is swallowed “after a, fast of need (only 25 cents). There’s no 
dialog which, of course, isn’t belie, suitable duration to make the worm caking in the can, no waste, no sticky 
able, but it’s so ure od-humored you hungry”: the worm seizes the bait: rare on a Pam — It 
S 2 : ; : not shrink or loosen or otherwise 
go along with it anyway is thus caught in the trap, and 1s rorigs ss d este ee oe 
7 we ap, ; * vou di 
oe this Peo a withdrawn. The tie-up is in the The Reardon factory was so busy 
girts 1atever in the work : ° oT : ar ine : “ame ate 
Guioria: Because we're positively headline, “There Are No ape boosting Bondex Cement Paint that 
thrilled with our new desks and worms in Our 5-D-Automatics,” ~a pei ony os by 
, ; : utty unti old ‘em how we the 
chairs. And you get the credit! that is, no obsolete mine cars eating people would go for a satin 
~ 9 Des ! 7 [ or : ar 
Lin et ner ly “ cage . look up the profits. of this sort. So they’ve been advertis 
ing wood furniture like the boss's . . - : ‘ 
Mie eentell eueten few gue eflics dh In a different vein, ScovILt, lift- ing it—and now it's selling like pop 
lonesy ing an idea from Saks-5th Ave., corn at the circus. I tip you off to get 
; : in a good supply and start featuring 
Jones: Ahem! Now girls talks this way ’ - 
. . Sr . it, and you'll soon have a little gold 
Giorta: No kidding. We're tickled Our Miss Brown Just Loves the siliae’ eis iinet Chili 
pink with the new equipment. Now “New Look” ' 
that’s what | call “employe relations.’ md not because she won't bear look 
SaANForD-Day IRON Works has a ing at. cither THE COPY CHASERS 
Wood Office Furniture Institute Pitney-Bowes Scovill Manufacturing Company Reardon 






—— the world 
1S buying it now! 
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. An important “‘plus’”’ has been added to the 
nation’s most complete display and exhibit service. 
Gardner Displays has opened a plant in Chicago, to 
RS supplement their great Pittsburgh operation. 
The new plant has complete exhibit facilities . . . 
manufacturing, installation-dismantling and 
storage . . . meaning more of the famous worry-free 
exhibit service for the nation’s exhibitors. 
Consult the Gardner Office nearest you 
on any exhibit problem . . . from design right through 
to installation-dismantling and storage. 
: 
vw! 
sh } 





- : NEW YORK .. 516 Fifth Avenue, New York 18, N.Y. 
; .. GENERAL OFFICE AND PLANT 
_ wees a 477 Melwood Street CHICAGO .. 1937 Hastings Street, Chicago 8, Illinois 


. 


a - Pittsburgh 13, Pa. + MAyflower 9443 DETROIT .... . 810 Tower Building, Detroit, Mich. 
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In Mexico, Cuba, 
Central and 
South America 

















nearly every textile 
manufacturer reads 


TEXTILES 
Panamericanos 


Just look how “mill-town'’ has grown! 
Today, textiles are Latin-America's 
largest processing industry. When you 
have sold the textile mills you've sold 
the largest part of Latin-American 
industry. 


Export-wise sales and advertising man- 
agers who have a product used in any 
way for textiles, sell the textile indus- 
tries first . . . then go after the scat- 
tered, smaller industrial pieces. 





















In more than one country, textile op- 
erations are greater than ALL other 
processing activities combined. 


Latin-America's textile mills buy the 
lion's share of: 

INDIVIDUAL DRIVE MOTORS 
PUMPS, COMPRESSORS, VALVES 
STEAM TRAPS, LUBRICANTS 
VARIABLE SPEED CONTROLS 
HUMIDIFICATION AND MATERIALS 
HANDLING EQUIPMENT 


that are sold for export. 


This magnificent market can be inten- 
sively covered with one, one only, 
business journal published in Spanish 
(including hundreds of paid subscrip- 
tions in Brazil) exclusively for Latin- 
America's textile manufacturers 


For full Getails and surprisingly 


iow rates, write 


PANAMERICAN 
PUBLISHING CO., INC. 


S70 Seventh Avenve, New York 18, N. Y. 
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Advertising Volume of Canadian Business 


Papers for First Six Months of 1948 and 1947 


Unless otherwise noted, all publications are monthlies and have standard 7x10-inch type page. 


Pages 


1948 


Industrial Group 


British Columbia Lumberman 

(S',xll *591 
Canada Lumberman 557 
Canadian Aviation *302 
Canadian Beverage Review 

(bi-mo.) 14) 
Canadian Chemistry & Process 

Industries 334 
Canadian Dairy & Ice Cream 

Journal 365 


Canadian Farm Implements 334 


Canadian Fisherman 155 
Canadian Food Industries 217 
Canadian Industrial Equipment 

News (9% x12%) 194 
Canadian Machinery & Manu- 

facturing News S01 
Canadian Metals & Metallugical 

Industries 115 
Canadian Milling & Feed 112 
Canadian Mining Journal 551 
Canadian Printer & Publisher *293 
Canadian Refrigeration Journal 201 
Canadian Shipping & Marine 

Engineering News 159 
Canadian Textile Journal! 

(bi-weekly) *638 
Canadian Trade Abroad (bi-mo 1O7 
Canadian Transportation 424 
Canadian Woodworker 257 
Electrical Digest 245 
Electrical News & Engineering 75 


Engineering & Contract Record 
Food in Canada 181 


Harbour & Shipping 199 
Industrial Progress (bi-mo.) &3 
Leather World 178 
Manufacturing & Industrial 

Engineer 225 
Modern Power & Engineering + 427 
Plant Administration 331 
Pre-Cambrian (7%x10) 122 
Pulp & Paper Magazine of 

Canada 762 
Quebec Contractor (bi-mo.) 31 


Shipping Register & Shipbuilder 205 


Shoe & Leather Journal 451 
Timber of Canada 329 
Western Business & Industry 430 
Western Fisheries PRE 
Western Miner 429 

Total 13,041 

Trade Group 

Canadian Automotive Trade 555 
Canadian Baker 164 
Canadian Blacksmith, Welder & 

Repairman (714x10) 109 
Canadian Bookseller (5%x7%) 88 
Canadian Cigar & Tobacco 

Journal 131 
Canadian Grocer (semi-mo.) 156 
Canadian Paint & Varnish 

Magazine 211 
Canadian Stationer 211 
Drug Merchandising (semi-mo.) 395 
Furniture & Furnishings 416 


1947 





*531 
509 


*36) 


322 
292 
163 


188 
206 
S64 


97 
91 
564 
*283 
230 


549 


lll 
113 
156 
481 
176 
262 
453 
454 


NOTE: The above figures must not be 


Trade Group 


Garage Operator 

General Merchant of Canada 

Hardware & Metal (bi-weekly 

Laundry & Dry Cleaning Journal! 
of Canada 

L’Epicier 

Le Prix Courant 

Maritime Merchant (6 
(weekly) 

Men's Wear of Canada (8 x12) 

Modern Electrical Merchandising 

Motor Book 

Motor Magazine 

Motor Wholesaler 

Painting & Decorating Contrac- 
tor 

Radio & Appliance Sales 

Radio Trade Builder 

Retailer 

Sanitary Engineer, Plumber & 
Steamfitter of Canada 

School Progress (quarterly) 

Style (8,)\x12) (quarterly) 

Trader and Canadian Jeweler 

Winnipee & Western Grocer 


» x10) 


(45, x6%) 


Total 


Class Group 


Canadian Advertising (8',x10°%) 
(quarterly) 
Canadian Business 


Canadian Doctor (4%, x6%\Q 

Canadian Hospita! 

Canadian Hotel Review & 
Restaurant 


Canadian Journa! of Compara- 
tive Medicine (5x7) 

Canadian Medical Association 
Journal (6%x10) 

Canadian Pharmaceutical Jour- 
nal (semi-mo.) 

Canadian Teacher (8x5) 

Bus & Truck Transport in 


Canada 

Financial Post (16%x21',) 
(weekly) 

Journal of Canadian Dental 
Association (5x8) 

La Revue Municipal 

Life Underwriters News 

Marketing (84x12%) (weekly 

Municipal World (10%x7%) 


Printing Review of Canada 
Western Municipal News 
(6%, x91, ) 


Total 
* Includes classified advertising 


Estimated. 
First year of publication 


1948 figure includes 2 issues 
3 issues. 
13 issues 
‘Published bi-monthly in 1947 
10 issues. 


Pages 
1947 


1048 


271 


$11 


125 114 
931 1001 
159 155 
164 99 
224 182 
412 409 
245 244 
207 290 
255 233 
379 428 
170 260 
140 ‘83 
218 265 
196 269 
46 73 
247 202 
79 8. 
91 104 
$12 449 
182 169 
7.849 8,289 
214 213 
393 396 
299 282 
Qa 5 
290 238 
37 1 
*53 #586 
342 a7 
R5 a 
416 SHO 
120 400 
320 351 
44 30 
56 He 
116 414 
a9 x6 
340 324 
75 6 
1,708 4,681 
1947 include 


quotee or reproduced without permission 


Canadian Papers Show 6-Month Gain of .8% 


Six Months 
Industria! 
Trade 


Class 


months 


SY VERY 
a figures of a 


SIX 


representative 


Industrial 


1948 1947 Page 
13,041 12,422 Gain Gain 
7,849 8,289 +619 5.0 
4,708 4,681 440 
25,598 25,392 ees 
206 s 
Varketing publishes the advertising volun 


group of Canadian business publications, divids 


into industrial, trade and class groups on the basis of editorial direction 


rhe 


vain of 8% for the 

1947. This is a gain of 206 pages 
The largest gain is in the 

classification show a gain of 5% 

are 5.3% under last vear 


89 Canadian papers reporting in the above tabulation 
hrst six months of 1948 as compared to the same period 


industrial 


show 


classification. Canadian 


an aveTrat 


papers in tl 


over last vear. Papers in the trade groupi 


The class group shows a gain of 


60% 
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OVERAGE of att 


Aviation Ground Facilities 
Civil and Military 





AVIATION MAINTENANCE & OPERA- 
TIONS covers the key personnel of the 
world’s airlines, airports and aircraft 
service operations. It reaches the 
maintenance and procurement officers 
of the U. S. Air Forces who RIGHT 
NOW are seeking sources of supply 


for their expanding operations. 





OVER $3 BILLION WiLL BE SPENT 
in the first year of rebuilding our air 
forces. A large proportion of this sum 
will be expended immediately in 
developing maintenance facilities to 
keep the 70 Air Groups flying. 
Additional sums will be spent each 
year for servicing, overhaul, repairs 


and replacement parts. 


You can get your product drawn 
into the specifications of the zooming 
aviation market if you begin cultivat- 
ing it today. You're part of the 


blueprint when you're in A. M. & QO. 


— Guidebook of the 


Aviation Industry 
On-The-Ground 





205 E. 42nd St., New York 17 
A CONOVER-MAST PUBLICATION 
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Effectiveness of Small Ads 
We have a fair advertising appro 
priation, but there are so many dif 
ferent markets to cover I find it nec 
essary to take quite a few small frac 
tional pages in some of our second- 
ary magazines. In reviewing these 
the other day, I became quite dis 
couraged thinking that perhaps the 
money is largely wasted because we 
cannot make a very strong impres 
sion 
Have you any suggestions that will 
be of help to me in changing our 
policy or improving the effectiveness 
ot our present program ? 
ADVERTISING MANAGER 
It will be impossible to get into 
the question of the size of your bud 
get or your use of large or small 
space because all of this depends on 
market 
volume of sales, etc. 
you finally determine on the con- 
tinued use of small space, two im- 


the product, competition, 


However, if 


portant factors should be consid- 
ered 
1. Do you have a complete little 
story that must be told about 
a comparatively new product? 
[f so, it is important to quick 
ly indicate the product and 
also have your name recog 
nizable tor at least a minimum 
of remembrance value. It may 
seem that your advertising is 
ineffective, and probably is to 
the casual reader, but persons 
who are interested in your 
product should be able to get 
the product name reasonably 
quickly and act if interested. 
You cannot use bold type and 
a few well chosen words in 
this case because it is neces 
sary to include reasonably 
complete information. 
Z However, if your product is 
well known and you are using 
this advertising more to keep 
vour name before the trade, 
the large bold type and com 
paratively few words will 
serve you best. 
Catalog Sizes 
‘he fourth article of a series on 
“Catalogs as Sales Tools” appeared 
in a recent issue of INpUSTRIAL Mar- 






By KEITH J. EVANS 
KETING magazine. In the series men- 
tion was made of a survey by Edward 
Stern & Co. on the publication sizes 
of industrial catalogs. The survey 
indicated that the preferred industrial 
catalog size was the standard 84% x 
11. However, in the article mention 
was made of a number of catalogs 
that are of odd sizes and particularly 
one that you were publishing for one 
of your clients, The Ryerson Steel 
(Co. I refer to their stock list as men- 
tioned in the article, and I was curious 
as to whether there was any particu 
lar reason why you selected the small 
size rather than the 8/4 
survey indicated that the larger size 
was the preferred 
We have a client who is interested 
in putting out a handbook and we 


x 11 when the 


have been discussing the small, di- 

gest size versus the 8% x Il. Our 

preterence has been tor the larger 
size, but the client has referred to this 
article and the fact that several other 
large manufacturers are using the 
small size 

What are your comments and rea 
sons for this smal] size? Can you 
give me any intormation ¢ 

We believe you are entirely cor 
rect in your belief that 8% x 11 is 
the generally preferred size for an 
industrial catalog—as borne out by 
Stern and other surveys. The Pur- 
chasing Agents’ Association has ap 
proved this size. However, in the 
steel warehouse industry, most com 
panies issue catalogs that are rough 
ly 4-6” by 8-9". Some few com 
panies in this field have changed to 
8% x 11 letterhead size catalogs, 
but most of the companies continue 
with the smaller size. 

The belief continues that the buy 
ers would rather have a small bool 
let that they can easily place in the 
side drawer of their desk for quick 
reference than to have a larger book 
that they must get from their file or 
library. 
estimators, etc., like to carry a book- 
let of this type in their pocket on 
trips and, of course, find the small 


Some, including engineers 


size more convenient. 

Whether or not this represents a 
reasonable variation from the stand- 
ard size or whether or not all co: 
panies will soon standardize 
8% x 11 remains to be seen. 


rT) 
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- for the latest marine market 
information and comparative media data 


Marine Engineering and Shipping Review has 
compiled a 24-page illustrated booklet which 
summarizes the record-breaking peacetime 
marine market—a market of multi-million- 
dollar proportions. It shows the large-scale 
marine activity now under way or pending — 


and the many programs in the planning stage. 


This booklet graphically presents 
comprehensive comparative me- 
dia data that show the best way 


to reach this market. 


Know your market... and how 
to reach it! Send for this booklet 


today! 


Marine Engineering and Shipping Review 


30 Church Street 
New York 7, New York . 
Att: Warner Lumbard, Vice President 


Please send me without obligation a copy of your 24-page booklet, "Facts 


on the Marine Market and Media.’ 


Name Title 
Address 
City Zone State 
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‘Dozer Market 


(AY [E | lated “annually in each state anc 
Y Canadian province. 
| All job stories we use are cleared 
~— Re)", cost through the distributor. He gets a 
re) ) —_—_—— 


Psst 7 i lu] 


More advertisers will invest in more pages 
of sales messages in Construction Digest in 
1948 than ever before. You, too, can: 





reach 8,500 readers . . . every one a contrac- 
tor, engineer, or public works official: 





receive a complete bid-and-contract news 
coverage; 


sell more equipment per advertising dollar 
than ever 


Use Construction Digest for a_ direct 
economical advertising medium that 
concentrates on the men who specify 

buy, and use construction equipment 
materials and supplies 













215 E. New York St., 
INDIANAPOLIS 4, IND. 





typed copy of local job story ads 






while they are in the preparatory 
Stage. Job stories are pin mapped b 
territories in the advertising mana 
ger’s office, with this map shown 





} Ce) ny 


Indianapolis 


ONSTRUCTION 


IMinois Indiana Ohio Public Work 






at all sales meetings. Advertising has 





pane top priority from management on 

\\ a RAILROADS ARE district representatives’ time for 

GOING MODERN job-stories and photos. Management 
2 es “We . 


says: not only need the job 


They want your story advertising, but time-studies 


and job-analysis called for on you 


product now! reports are the best sales training 





Have you considered the multi-billion we Can give. 
I'M THE OFFICE BOY... See Ge ao Geen So-called “selling to management” 
| SET THIS AD IN JIG TIME!” aa eee isn’t going to build up much of a 
Today, to reach the modern railroad budget just to “keep our name in 
Even the boss has stopped beefing | | mina: pa you mensge ord rout’ che paper.” Advertising _ should 


about typesetting delays and high New vistas for you—the RAILROADS — is . . a oe 
| - through, MODERN RAILROADS! how some measurable results even 


. s. W ,7 F- . os > ce ° ‘ 
costs. Why? Fototype can be set for in heavy industry, and there should 


Peeeeangeecnstion a malate ° ° be some spontaneous cheering from 
Advertise tM i pr Sec 
7 the sales organization it is supposed 
Chis ad is a typical example of Foto- | to help. Also some “boos” from the 
type in use--self-aligned, professional iV () f) R N | competition. Get those three factors 
looking. Costs? We're saving up to 90 on your side and management does 
per cent over regular metal typeset- f 
ting bills. Simple? Anyone can set it-- RA [ R () A [) S 
of fix e boy. 


you, vour steno, or the 


minutes, not days. 


n't need selling. 
Campaigns such as this one are 
designed, not for direct sales, but 





Write for your copy of a free catalog for the bigger, broader 1ob ot pre 


Over 20,000 [ag] Circulation paring markets—of making _ the 


displaying a large variety of type 
etfective 


faces and sizes to fit your needs. Covers All 3 Buying Influencers salesmen’s calls more 
|. The Departmental User. easier to complete, quicker to get t 
if: . the poimt, with sales argument: 
\ — . The Executive Approver. S 
( ENT — 2 Pp h: ck "| up to be ore cony\ cing 
+. Gusnienee send acke ip 1 e more nvincing 
‘ u , 
and orders easier signed. And ou 


Stores Order Placers. ee 
distributors give us more time be 


Write For New Readership Folder . 
a cause they feel they have the kind « 
npalapen MODERN RAILROADS PUB C0 backing that makes [LeTour 
. . 


1418 ROSCOE STREET, onl 13 





products easier to sell 


INDUSTRIAL MARKETING, July, 








326 W. Madison St. Chicago 6, Ill. 
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Electronic Market #1 
16,930 Radio Engineers 


This is the story of a technical market which 
consumes millions of dollars of components, instru- 
ments, materials and transmitting equipment an- 
nually to make up the two billion dollar radio- 
electronic industry. 


Manufacturers tell us that nearly half of all 
their sales are “audience sales” made through ad- 
vertising, or mass selling. The reason is under- 
standable — it takes a sales engineer to do this kind 
of selling; and they are hard to get. The engineer 
is the buyer; and he is hard to reach. 


But it is not hard to sell the radio industry if 
you tell your story to the radio engineer using a 
medium which talks his language; his monthly tech- 
nical journal, “Proceedings of the I.R.E.” for pro- 
motional copy, and his annual “I.R.E. Yearbook” 
for reference data ads. These publications can serve 
you as a sales engineer staff big enough to contact 
16,930 engineers, all qualified I.R.E. members. Our 
new A.B.C. statement will give you audited facts on 
this Electronic Market +1. Ask us for a copy, today. 

The illustrations show some of the scenes from 
the 1948 Radio Engineering Show at Grand Central 
Palace, March 22-25 which attracted 14,800 men to 
technical exhibits. Thus the I.R.E. brought a major 


segment of the “Proceedings” audience right to its 
advertiser-exhibitors. 


THE INSTITUTE OF RADIO ENGINEERS 
Proceedings of the I.R.E. 
I.R.E. Yearbook 


Ady. Dept.: 303 West 42nd St., New York 18, N. Y. 


Radio Engineering Show 
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Reaching Buyers and Sellers of 

Surplus New, Used and Rebuilt 

Machine Tools and Electrical 

Equipment in 20,000 Industrial 
Plants 


The very nature of the surplus machinery 
narket accounts for the exceptionally high 
readership and quick results that ads get in 
SURPLUS RECORD 


offerings by dealers and industrial concerns 


Its pages are filled with 


immediate sale 
SURPLUS RECORD is their most 


market place 


of surplus equipment for 
logical 
Advertisers who key their ads 
are enthusiastic about the tremendous pull 


ing power of this magazine 


lf you hove anything to sell in surplus new 
used or rebuilt machine tools, here's a mag- 
azine that pre-conditions its readers—edi 
torial and advertising-wise to respond to your 


message—dquickly and in volume 


CCA 


Write for complete information and 
current copy of 


VOR PLOW 
RECORD 


The Magazine of Used and Rebuilt Machinery 


20 NORTH WACKER DRIVE CHICAGO 6, ILL. 
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COVER PICTURE 


COMPANY 


hundred customers 


HUGHES 


has only a few 


TOOL 


for its pioneering rock bits that 
make possible today’s deep well oil 
drilling. But in the average com 
pany some 28 different executives in 
five highly-specialized departments 
may specify or influence purchases 
ro supplement product ads in oil 


held papers, Hughes employs this 


historical “Cavalcade of Oil” insti 
tutional series in executive maga 
zines. [his tyical John Pemberton 


Cowan painting portrays DeSoto’s 
crew caulking their ships with resi 
due from an oil seepage on the Tex 
as coastline in 1543, first use of pe 
troleum in the Western Hemisphere 
Kristen-Browne & Instrument 

Development Appoints Lee-Stockman 
Company 


Kristen-Browne Publishing 


York City and Instrument Ds 


velopment Laboratories of Long Island 

manufacturers of “Color-Eve Precision 

(olorimeter and “Opti-Mike” Optical 

Thickness Gauge ave appointed Lee 

Stockman to handle their advertising 

Ro ll Ward 1s the account executive 
both accounts 


John Allen Murphy 


The nationally known writer on mat 
keting and specialist in sales counsel and 
distribution analysis, John Allen Murphy 
OO. died June 4 at his home in Larchmont, 
N. ¥ f a heart ailment. Mr. Murphy 
vas marketing counsel for G. M. Basford 





7 / f 
bf lw ttil i 4 





TOOL COMPANY 


Wilhelm-Laughlin-Wilson and As 
sociates is the agency 


Company at the time of his death and 


had been associated with them for 
years 


In 1916, he had 


Printer’s Ink as associate editor, a post 


joined the statf ot 


tion he held for the next ten years until 
he went into market research. He wa 


later market research consultant 1 


Rickard & (: 
director of the Basford 


eight years 


and was market resear 
) Company to! 
until he became that firm 
marketing counsel in 1940 

Mr. Murphy was the author of a bool 
“Merchandising through Mergers,” am 
had contributed hundreds of articles o1 
modern business and management t 
Printer's Ink ldvertismg and Sellt 
Industrial Marketing, Sales Management 


and other publications in their field 





FOR WHAT IT’S WORTH 





BY BOYCE CRAIG 











— harks back to the time play 


houses collected some extra 


revenue by having four or five ad 
vertisements on the theater curtain 
There were two big hardware 
stores in a certain city, keen rivals 


lucky 


obtain advertising space 


they were, and one was 


enough to 
on the curtain. What was more, it 


was lucky enough to have a name 


just right for vaudeville: Killem 
Business got better and better for 
Killem. In a burst of advertising 
enthusiasm he tried one season to 
buy the whole curtain. His idea was 
to show his entire line of tools. But 
the theater owner turned him down. 
Said he didn’t propose to have his 
into a hardware 


theatet turned 


But, he added, if the man was 


store 


sO eavel 


~ 


to have the place, he'd sell 
whole theater. Mr. Killem 
hardware 


him the 


accepted. He moved the 


store into the old theater, main 
tained the stage, and had some pet 


forming from time to time. 


Meanwhile, the theater moved to 
Chis 


rival store bought the space on the 


a larger building time the 
curtain. This store hadn’t a name 


but business picked up and shot wa) 


the comedians could aroun 
ahead. 

The other store’? Well, for a whi! 
the novelty of a stage in a sto! 
took the people's fancy, but goo 
talent came high, and amateur pe! 
formers were at a premium. So 
the traffic dwindled mostly to cu 


ous children. 


Meanwhile, the rival hardw: 
store cagily hung onto its 4.x 3 f 
of advertising space on the curt 
and looked forward to a long ai 


prosperous life 
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i Age opens the gateway that leads 
directly to the eight integrated groups that complete 
the distribution market . .. Handling, Transportation, 
Finance, Insurance, Warehousing, Packing and Pack- 
aging, Marketing, Service and Maintenance. The 
38,995* readers of Distribution Age are the top-flight 
purchasing executives seeking new methods and 
services that will reduce the over-all cost of distribu- 


tion. The editorial pages of Distribution Age deal 





with all eight basic phases of distribution and 
present, through research and analysis, practical plans 


that can be applied to meet today’s distributive prob- 





lems. These fact-finding articles are responsible for 





the concentrated purchasing-minded circulation that 


brings results to advertisers in DA. 


Photos: Ewing Galloway 


“Latest survey indicates average of 2.73 readers per copy. 


DISTRIBUTION AGE 


a ee i oe ae ee eee ae 2 ee ee ee ee ee ee ee 
100 EAST 42nd STREET * NEW YORK 17, N. Y. © Telephone: MUrray Hill 5-8600 





REPRESENTATIVES IN LOS ANGELES, CAL. * SAN FRANCISCO, CAL. a dausten U) peeareanen 
CHICAGO, ILL. * PHILADELPHIA, PA. » CLEVELAND, O. + SEATTLE, WASH 
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IL. the publication printing busi- 
ness the millennium will come when 
publisher and printer understand 
each other perfectly, each doing 
what he is supposed to do at the 
time it is supposed to be done. 
And when will this be? Never, 
probably. But here at Western 


Newspaper Union we do possess 








the facilities, equipment and 
“brains” to de a most excellent 
printing job ‘with a minimum of 
those irritations that make publish- 
ers old before their time. 

Proof? We have it. Simply drop 
us a note or phone us. Who knows; 
perhaps we have just the sort of 
printing set-up best for you! 


PUBLICATION DEPARTMENT 


WESTERN noover 1830 





NEWSPAPER 


UNION 210 SOUTH DESPLAINES ST., CHICAGO 6 


MAIL 


FROM 


copy TO 


BAG—ALL 


UNDER ONE ROOF 









- Choice 
3 0! : 
- first-line - 
¢ suppliers ¢ 
: to 3 
. bedding ° 
¢ producers 


BEDDING @ BEDDING @ BEDDING 
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Division of The Fred Goat Co., In 


314 DEAN STREET « BROOKLYN 17, N. Y 
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Buying Information 

ers, in interrupting their think- 
ing, in making them aware of the 
seller’s products, and in influenc 
ing them to consider buying the 
seller's products. 

The buyer, already sold on the 
idea of buying, uses catalogs (or 
ganized product information) to 
help determine which product, 
which manufacturer. The buyer ts 
looking for, or selecting, a seller. 

To answer further questions the 
catalog cannot answer (specific 
applications, current prices, local 
stock, delivery dates, etc.) the 
buyer locates the nearest 
office on the back cover of the 
. contacts the local of 


sales 


catalog . 
fice . and buyer and seller ac 
tually meet. 

The efficiency of the catalog as 
a functional marketing tool in this 
mass order production process, ac- 
cording to Mr. Jervis, rests on its 
ability to present the right infor 
mation, to the right man, at the 
right time—easily, quickly, con 
vincingly. This efficiency depends 
on two factors—design and distri 
bution. 

With the pre-determined buy 
ing action as the guiding object 
ive, catalog design follows three 
steps, determination of (1) con 
tent (2) visual form, and (3) 
guide to contents. 

Mr. Jervis demonstrated the 
functions of “seven dynamics ol 
catalog design” in placing the con 
tent in easy-to-understand visual 
form. These dynamics are: 

1. Image—the picture of product 
in use, in manufacture, in section 

? 


transfer thought 


descriptive copy to 
to tell what 


Text 


image alone cannot do. 
objects and ab 
tables) 


3. Diagram 


stract factors (graphs, 
stripped to bare essentials, quick 
ly grasped. 


4. \ccent lo 
portant image or text, 


emphasize im 
>. Gradation—relationship be 
tween common and dependent ma 
terial. 

6. Insulation—visual barriers to 
separate distinct areas and pre 
vent the eye from escaping. 

7. Color—used not as a decor 
ation, but to help the other s 
dynamics do their work. 
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NIAA Expansion Booms, 


Membership Near 3000, 
3 New Chapters Formed 


Hoffman Reviews Growth; Aims 
Direct Mail, Local Sales at 
Goal of 5,000 Members 


NIAA’s steady growth, both in 
numbers and in service to members, 
vas the theme of the convention 
report of Harry G. Hoffman, vice- 
president and national membership 
chairman. 

Mr. Hoffman reported on _ the 
formation of three new chapters in 
Kansas City, Mo., Dallas, Tex., and 
Dayton, O., during the past vear, 
is well as intensive expansion of 
‘at-large’ membership in_ other 
ireas. As the convention convened, 
NIAA membership had reached 
3209. Within a few weeks the figure 
vas approaching 3300. 

The committee has contacted key 

en in Denver, Colo., Atlanta, Ga., 
Greenville, S. C., Springfield, Mass., 
Portland, Ore., San Diego, Calif., 
Vichita, Kas., and Southern Mich 
gan to discuss plans for starting 
new chapters in these areas during 
he fall of 1948. 

The association has had an in 

ury from several interested people 

Mexico City who feel that there 

ill be a sufficient number of in 

istrial advertising men to justify 
establishing a chapter there. 

lhe chapter expansion program 
been built around co-operation 
members-at-large in the in 
strial areas not now served by 
[AA chapters. These members 
semble lists of prospective mem 
rs, who then receive mailings on 


BERNIE DOLAN 





INDUSTRIAL MARKETING, July, 1948 





| WELCOME | 





BILL CRELLEY 





ARTHUR GLADMON, president of Mary- 
land Industrial Marketers opens 26th NIAA 
Conference Monday, June |4. 


NIAA activities. A “flying squad 
ron” of national officers then visits 
the locale, discussing organization 
problems at a dinner meeting. 

Plans for the fall include inten 
sive cultivation of new member-at 
large prospects. The association has 
named two national directors to 
represent this group, Robert C. 
Black, Westinghouse Electric Corp., 
\tlanta, Ga., and Gene V. Wedereit, 
Tube Turns Div. of Girdler Corp., 
louisville, Ky. 


ROY CRATTY 


HARRY HOFFMAN 


NIAA to Strengthen 
Research Services 
for Advertisers 


Marsteller Calls Constitutional 
Convention for ‘49; Roster 
Approaches 3300 Members 


By Hal Burnett 

NIAA enters its 27th year with 
a concrete, constructive program of 
increasing usefulness to American 
industry. 

This conclusion seemed self-evi 
dent as the largest association of 
advertising men, with approximate 
ly 3300 individual members, wound 
up its 26th annual conference—a 
session that was distinguished by 
full attendance at factual, work-a 
day meetings. 

Directors and members approved 
the principle of a continuing pro 
gram of basic research into in 
dustrial buying, sales and advertis 
ing in their endorsement of three 
major research projects: 

(1) A grant of $1,000 to the 
\dvertising Research Foundation 
for participation in the Continu 
ing Study of Business Paper 
Reading. (p. 122) 
(2) A grant of $1,000 to the 

Budget Survev Committee for 
case studies of appropriation 
methods. (p. 47 

(3) Approval of pilot study 
work and a “green light” for the 
NIAA Continuing Study of In 
dustrial Buying Practices unde 
a $10,000 grant from Sweet's 
Catalog Service. (p 30) 


William A. 


Marsteller, in relin 


BUD HURLBURT 
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BEST SELLERS in media promotion are these publishers’ sales presentations, winners in 
NIAA's first annual competition. Top award went to McGraw-Hill’s Operating Engineer, 
above. The spread graphically portrays the roles of generation, transmission and application 
in the power field and the “circle-ation’’ concept of the power market. Honorable mention 
awards went to the media files of Industry & Power and Mill & Factory, both following the 


suggested NIAA outline. 


quishing the title of chairman of 
the board and assuming that of 
president for the coming year, em 
phasized the  association’s — tre 
mendous growth in both membet 


ship and recognition during the 
past year. 

“We have grown in usefulness 
to individual members,” he said, 


“and we have accomplished a good 


deal in developing more adequate 


recognition from business manage 
ment, from colleges and universities, 


from government and from other 


issociations,”’ 

Mr. Marsteller forecast an ex 
panded program, without a dues in 
crease, due to the spectacular 
numerical membership gains. He 
proposed that th 
become a constitutional convention 
to modernize the NIAA by-laws. 

Other pl ases of the association's 
program tor the coming year mn 


clude increased consideration = to 


114 


e 1949 conference 


the needs of Canadian chapters, 
strengthening of national headquar 
ters with ofhces in New York, 
limitation of terms for elected offi 
full-time public relations 
activity, greater recognition for the 
work of 
delegation of 

national officers 


cers, a 


associate members and 


more authority to 


Informative Advertising 
Key to Low Cost Sales 


Informative advertising can help keep 
both distribution and production costs 
down, three “reader-buyers” told NIAA 
members at Baltimore 

Participating in a panel, “The Readet 
\nalyzes Your Advertising Message,” 
were George S. Van Antwerp, general 
superintendent, Philadelphia Electric 
Company; Miles [. Stray, president, 
Charles A. Templeton, Inc., Worcester, 
Mass. distributor, and Frank Cuccia, 
procurement, Glenn L. 
Martin ¢ ompany Moderator was Arch 
Morris, publisher of /ndustrial Distribu 


] 17 i 
tormerty SupPpiies 


director of 
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Mr. Cuccia pointed out that purchas 
ing agents must read a lot to kee; 
posted on the multitude of Maintenance 
items, parts and materials they buy 
Truly descriptive and informative busi 
ness paper advertising helps purchas 
ing agents and engineers get the fact 
on products that will solve problems 
increase production and reduce costs 
he said. 

Mr. Van Antwerp emphasized the 
“enormous importance” of obtaining 
the right equipment at the right time 

“Mistakes in equipment applicatio 
range all the way from the use of too 
small trucks and too-large shovels, t 
poorly designed pumps and engines,’ 
he said. “In some cases there is goo 
equipment available for a particular jol 
requirement, that we didn’t know about 
until after the job was done.’ 

Mr. Stray said that distributors ars 
vitally interested in the role of adver 
tising done by vendors in helping main 
tain the low markups (often 20%) pre 
valent in the industrial field 


Use Available Research 
To Hypo Sales: Conover 
Industrial marketers can increase the 
productivity of their selling by employ 
ing available research tools in planning 
their sales and advertising programs 
Harvey Conover, president, Conover 
Mast Corporation, told NIAA members 
at their Tuesday conference session 
Mr. Conover outlined a_ simplified 
formula for evaluating industrial mar 
kets in light of today’s changing condi 
tions. 
He suggested that sales executives 
1) Analyze prewar and present sales 
by areas 
Determine the number of wort! 
while plants that comprise poten 
tial markets by industries and by 


areas 

3) Establish sales and advertisin; 
quotas for each area, and 

4) Compare both prewar and present 


sales performance with quotas 

According to Mr. Conover, market 
analysis will enable industrial mat 
keters to: 

1) Plan most effective and econom: 

cal advertising and saies coverag: 

2) Locate weak and strong spots by 
industries and geographical trading 
areas. 

Calculate adequate distributor ar 

salesman quotas 

Align sales and advertising t 
compensate for geographical shifts 
in markets 

Spot branches, warehouses at 

salesmen in strategic locations 

6) Plot sales territories for econon 

cal and efficient distribution 
sales load, and 

7) Determine the degree of adv 

tising and sales effort justified | 
the potential of each industt 
market and 
area. 

Che publisher sugested full explor 
tion of available data contained in 
government a! 
business pay 


“> 


+ 


vw 


geographical sal 


ternal sales records, 
association statistics, 
and other sources, 

















Five Working Clinics 
Highspot Convention 


\udience participation proved one of 
e most successful feature of the 26th 
nual NIAA conference at Baltimore 
\dvertising managers took advantage 
five industrial marketing clinics to 
ish over many of the critical prob 
s contronting them on their jobs 
Working clinics repeated on both 


nday and Tuesday afternoons cov- 


d export advertising and marketing, 


lic and em 


vertising production, pul 
ve relations, direct mail, and shows 
exhibits 

Probably the hottest session of the 
was that on shows and exhibits, 





HARRY SEEBURGER 


nducted by Saul Poliak, partner in 
Clapp & Poliak, exposition manage 
nt, and M. L. Neison, U. S. Steel 
rporation, with an informal assist 
Robert Hanna of General Ele« 
Company 
lustrial admen seized the floor at 
xhibit session to pour out a flood 
pent-up criticism of exhibit man 
ments and union labor 
Mir Pohak deftly 
tics of the exhibit medium with his 


mastered most 


sive reasoning and factual command 
ibor and advertising costs 


erage show space costs have risen 
$2.10 to $2.25 per square toot 
the wart Mit Poliak said Other 
ases, such as labor and lumber, 


been in keeping with rising costs 
construction industry, and have 
lue partially to more intelligent 
space by exhibitors \dvisory 
in intensive study of show 


‘ 
| 


sis and use of the medium. 
dustrial advertisers have not yet 
up to consumer promoters in 
ise of direct mail, Edward N 
president, James Gray, In 
he direct mail clini 
mail consultant reviewed the im 
ot changing postal rates on the 
m, and urged industrial adver 
to review the techniques em 
by NIAA panels winners who 
consistently stood high in the 
g of DMAA'’s “50 Leaders.” 
Drew, advertising director, 
Cabot Motors, outlined tech 
and sources for developing and 
taining industrial lists. L. T. Alex 
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CLINICAL EXPERTS at NIAA's Baltimore conference include Edward N. Mayer, James Gray, 
Inc.; L. T. Alexander, du Pont: and Alice Honore Drew, Holtzer-Cabot Motors, on direct mail 
(top.) The public and employe relations clinic (center) was headed by Lamar Kelley, 


Allegheny-Ludum Steel Co.; Richard Darrow, 


Glenn L. Martin Co., and Merritt T. Jackson, 


Hill & Knowlton. Exhibit and show headliners (bottom) were Saul Poliak, Clapp & Poliak, dean 
of exposition managers, and Mel G. Neison, exhibit manager, U. S. Steel Corp. 


ander, E. I. du Pont de Nemours & 
Co., headed the se ssion 

Merritt Jackson, Hill & Knowlton, 
likened public relations to a series of 
concentric circles, with employes hold- 
ing the inner ring, in his summation 
of the public relations clinic. Othe 
groups, radiating trom the bulls eye in 
order of diminishing interest are stock 
holders, suppliers, customers and the 
general public. 

Mr. Jackson suggested that many 
employes turn to union newspapers be 
cause employe publications fail to give 
sufficient news of the company’s ac- 
tivities or views. He called for more 
public relations consciousness in botl 
product advertising and personal sell 
ing. Lamar Kelley, Allegheny-Ludlum 


Steel Company, distinguished between 


press-agentry and public relations, and 
outlined steps for improving public re 
lations with management, supervision, 
employes, customers, stockholders and 
the general public. 

\dmen attending the 
clinic guided by Harry Seeburger, John 
Falkner Arndt Agency, displayed spe- 
cial interest in the methods employed 
by Chicago newspapers in publishing 


produc tion 


under typographical strike conditions. 
Mr. Seeburger reviewed new develop 
ments in plastic plates, offset printing, 
use of enameled stock in offset, vari 
typer composition, and the impact of 
rising costs on reproduction by letter 
press and offset 

Che export marketing session is re 
viewed under Jndustrial Marketing's Ex- 
port Marketing section, page 78 
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KENNY BAYER, president of St. Louis Chapter, presents honorable mention certificates in 
Publishers’ Sales Presentation competition to W. T. Watt, Industry & Power, and Arthur H. Dix, 
Mill & Factory. (Center) Judges pick panels winners. (Below) The Wm. A. Marstellers and 
Blaine G. Wileys occupy honor spots at annual banquet. 


NIAA Panels Awards 
Go To Goodyear, Hercules, 
Strathmore, Plymouth 


B. F. Goodrich Company won first 
place in the industrial product advert 
tising division of the annual NIAA 
panels competition. The campaign on 
hose and belting stressed Goodrich’'s 
ability in research and development and 
offered technical assistance for indus- 
trial problems. The award was made to 
H. E. Van Petten, national advertising 
manager, and The Griswold-Eshleman 
Company, agency 

Hercules Powder Company took top 
honors in the division for industrial 
institutional campaigns. Its program 
was designed to acquaint management 
with the variety of product problems 
that can be solved with chemical re 
search. Recognition was given to Theo 
dore Marvin, director of advertising 
Hercules Powder Company, and to it 
agency, Fuller & Smith & Ross, New 
York 

Industrial direct mail award was 
made to Strathmore Paper Company 
Bradley E. Stifford, assistant advertis 
ing manager, for its use of color, typé 
and art to show the expressiveness and 
effectiveness that can be achieved 
through selective use of papers. Agency 
is Abbott Kimball Company of New 
York 


Plymouth Cordage Company copped 
another award with its inplant posters 
and instruction cards on Plymouth rop« 
Prize in Class D, for industrial cata 
logs and sales literature, went to Ply 
mouth advertising manager W. A 
Scherff, and Fuller & Smith & Ross 
Mr. Scherff was named advertising 
man-of-the-year by J/ndustrial Market 
ings Copy Chasers earlier this yea 


(IM, Jan.) and the campaign also re 


ceived an honorable mention in the 

\BP annual awards. (See story on 
Plymouth campaign, page 45.) 

Companies and agencies receiving 
honorable mention in the four class« 
were: 

Class “A” American Optical Co 
Boston: Sutherland-Abbott Anchor 
Hocking Glass Corp., Lancaster, O 
Griswold-Eshleman Co., Cleveland 
Basie Refractories, Inc., Cleveland 
Griswold-Eshleman Co Canadian Li 








K 











Harold F 
Nordstrom 


Air Co., 
tanfield, Ltd., 
lve division of Rockwell Mfg. Co.. 


Montreal: 
Montreal 


sburgh; 


McCarthy Co., Pittsburg] 
ninsular Grinding Wheel Co., D« 
Brooke, Smith French & Dor 
nce, Detroit. Plaskon division, Petro 
Heat & Power Co., Stamford, Conn 
kard & Co., New York. Timken Rolle1 
uring (o., Canton, O.; Batten, Barton, 
lurstine & Osborn, Cleveland. Sturtevant 
ision of Westinghouse Electric Corp 
ston: Rickard & Co., New York 
Works 
BBDO, Buttalo. Har 
( leveland: Fuller & 
Cleveland. Monsanto 
Gardner Ad 
Karl M Jor 
Martin R 
itten Co., Los Angeles, Lincoln Elec 


Class “B Corning Glass 
rning, N. Y 

Sevbold Co., 
itl & Ross, 
emical Co., St 
tising Co., St 


nsen Co Los 


Louis: 
Louis 
Angeles: 


Co., Cleveland: Griswold-Eshleman 
Co., Cleveland 
‘C”: Chicago Bridge & Iron 

Russell T. Gray, Ine 

Milling Machine 

Cincinnati (direct). Hercules Pow 

Co., Wilmington, Del.; F&S&R, New 

rk; Mead Sales Co., New York; Gray 
Pub 


Rogers, Philadelphia 


Class oa 
( Chi ivo: 


cago: Cincinnati 


Turns, Ine 
Chicago 
Milling Ma 
ine Co., Cincinnati: Cramer Krasselt 
Milwaukee Pigments division of 
I. DuPont de Nemours Co.. Wil 
ngton; BBDO, New York. H. M 
Harper Co., Chicago Mead 
Sales Co New York: Gray & Rogers 
hiladelp! la 


uisville: Poole Brothers 


Class “D”: Cincinnati 


(direct) 


VanSant Points To Road 
For Business Of Future 


out of ten people live in a dif 
place today than they did before 
Wilbur Van 
‘. t, president of Dugdale & Co.. who 
d on “Doing 


start of the war,” said 


l Business in a Chang 
World” at the Baltimore s« ssion 
emphasizing the changes in busi 
irkets, Mr. VanSant pointed out 
shitt in population, age and number: 
imilies. “We have a stable group 
it this meeting—vou industrial ad 


tisers are probably more settled than 


people how many of vou have 
ed you! place ol livin since be 
{ Wa 

y a third of the audience said 


noved and seemed to prove satis 


lat torily the accuracy of M1 VanSant's 


bservation 


he speaker pointed out that business 
currently in the midst of a profound 
political and industrial revolution. He 


traced the historical trend of money 
and business and said that in estimating 
the healtl 
compute how much greater is today’s 


business than yesterday's, but should 


of a business, one should not 


measure his business in relation to gen 


eral business trends 


Canadian Cash Limited 
By Credits to Europe 


“Your Canadian partner is also your 
best customer,” said Donald Gordon, 
deputy governor of the Bank of Canada, 
at the Tuesday 
NIAA luncheon 
“Last 
purchased two-and 
a-half billion dollars 


worth of 


year Canada 


\merican 
goods and_= services 
This 1S big business 
It is close to on 
seventh of all the in 


ternational business 





done by the United 
DONALD GORDON States 

“But what is it that has caused your 
best customer to stop buying some 
things entirely and severely limit her 
purchases of others? The short answer 
to that question is that Canada has 
been selling large quantities of het 
products on credit and at the same 
time has paid cash for the goods and 
services which she bought 

‘To war-ravaged countries Canada 
has extended generous credits to help 
get these former customers back on 
their feet. Canadian government dis 
bursements on credits and relief grants 
have already amounted to around $34 
\merican 


billion In terms o! the 


1 


economy 
“To the extent that these 


were used meant that Canada did not 


credits 





receive cash. In the meantime, Canada 


paid cash for the heaviest imports 
from the United States on record, and 
as a result had to draw heavily on its 
own reserves of gold and U. S. dollars 
This drain became so rapid it was 
necessary to conserve our U. S. dollar 
reserves for essential purchases. So a 
temporary program of trade and travel 
restrictions was put into effect under 
from the U. S$ 


prohibited, 


goods 


which sore 
dollar area were others 
placed on fixed quotas, and still others 
made subject to permit 

“This restrictive program was undet 
taken with the greatest reluctance. We 
ealized that it meant the disruption ot 
many long-standing business and trade 
and social relations. The program 1s 
temporary, however, in the firm ex 
pectation that our European customers 
will, in some reasonable period, be able 
to stand once more on their own feet.” 


NIAA Commends Witt 
For Stewardship 

Directors of NIAA commended W 
Lane Witt, retiring president and general 
manager for his years of service to the 
association at their Baltimore meeting, 
June 13 

Mr. Witt resigned this spring to head 
up Sales Aids, a new continuing research 
service in industrial marketing, sales and 
advertisiig 

The resolution said that Mr. Witt’s 
efforts had contributed materially to de 
velopment of the NIAA as a dynami 
force in the distribution of the products 
of American industry, and extended to 
him the sincere wishes of the membership 
for success in his new venture. 


NIAA Headquarters 
Return to New York 

National headquarters of the Na 
tional Industrial Advertisers Associa 
tion will return to New York City this 
summer. The national office has been 
located in Chicago since 1930 


Blaine G. Wiley, 


executive secre 





PAST PRESIDENTS and officers honored at annual banquet. Top row (I. to r.) W. D. Murphy, 
A. O. Witt, Mrs. Witt, Forrest U. Webster, Keith J. Evans, Mrs. Herb Schuckle, Mr. Schuckle, 
Mrs. Arthur Gladmon, Mrs. Gladmon, John Lardner of Newsweek, William Engel, Mrs. Stan 
Knisely, Mr. Knisely, Mrs. Herb Mercready, Mr. Mercready, R. Davison. Lower row (I. to r.) 
M. R. Waddell, Chuck Shugert, Art Tofte, Mrs. Harold Oldham, Mr. Oldham, Russell A. Reed, 
K. G. Niblack, Mrs. Niblack, Bernie Dolan, Mrs. Dolan, W. A. Bates, Mrs. Bates, Harry Hoff- 
man, Mrs. Hoffman, Bud Hurlburt, J. Totten, Eric Zimmerman, James Christy, Kenny Bayer, 
Bob Joyce. Entertainment and dancing followed the dinner. 

















Conve nlion 
PURCHASING FYtATION 


’ 


FOCAL POINT during registration was Conover-Mast's directory. Ed Stanley, Mill & Factory, 
chats with Chireen Ross, while Bob Morse, Purchasing, makes entries. 
to establish closer working lhatson witl 
her advertising associations and pub 
h as the \dvertising 


ANA, the 4-A’s, and ABP 


ers Rroups suc 


SUNDAY evening parties include (1) L. J. Perrottet, Hal Rose, George Rose, Electrical 
Manufacturing; Dave Watson, Modern Railroads; Bill Taff, General Railway Signal. (2) Alfred 
M. Jones, Oil & Gas Journal; Harold A. Wilt, J. Walter Thompson; R. W. Hollingsworth, 
Mead Sales; R. J. Barbour, Bakelite, W. A. Claubault, Electrical Manufacturing. (3) Banks 
Wanamaker, Kip Howe, Paul Boden, Architectural Forum; Dave Beard, Reynolds Metal; Jack 
Beard, Forum; Sturge Wells, Time. (4) Mrs. Herb Schuckle, Mrs. Schuckle, Art Gladmon, 
Mrs. Gladmon, Blaine Wiley, Mrs. Wiley. 


NIAA Chapter Officers 
Study Internal Problems 

More than two-score incoming and out 
going othcers and directors of NIAA 
chapters thrashed out the problems of 
strengthening their local activities in a 
chapter clinic at Baltimors 

Glenn Ulfers, MacRae’s Blue Book 
secretary of the Cincinnati Chapter, re 
viewed his full-scale study of such prob 
lems as collection of dues, dues delin 
quents, election of ofhcers, chapter fiscal 
years, et 

Floor discussion of historical record 
keeping, auditing, publicity, program guid 
ance, bookkeeping, civic projects and edu 
cational projects highlighted the need for 
strengthening national headquarter guid 
ance of local chapters 

The local officers unanimously ap 
proved a motion that national headquar 
ters appoint a committee to establish a 
set of standard practices for local chapter 
operation. The standards will be pub 
lished in loose leaf form 

Arthur H. Gladmon, president of Mary 
land Industrial Marketers, presided 


> 


SUNDAY 's social dinner kicked off NIAA 
program. (I) Keith J. Evans, Ryerson Steel; 
Halsey Darrow, Industrial. Marketing; George 
O. Hays and Russ Jaencke, Steel; Phil Wil- 
liams and Mrs. Bailey Young, Fortune. (2) 
Mrs. J. B. Thomson, T. O. McDavid, Jack 
Apsey, Mrs. Apsey. (3) Ken Dinsmore, Mrs. 
Joe Dilot, Mr. Dilot, Ernest Eberhardt, Robert 
L. Ware, John C. Maczko, J. G. Thompson 
(4) Eldridge Haynes, Carlotta Beatty, Reed 
Schreiner, Herbert Bippart, Harry Vieth. (5) 
Alec Jordan, Charles Podaro, Ralph G. 
White, E. H. St. Jules, Morgan K. Cotting- 
ham. (6) Mrs. W. D. Molitor, Don Molitor 
L. A. Merchant, John Allen, John M. Kring 
(7) W. A. Marsteller, Bob Roberts, E. A 
Gebhart, David Guval, Wm. K. Beard, Jr., 
Bud Hurlburt. (8) A. E. Hohman, Mrs. H. L. 
Poulton, Mr. Poulton, A. R. Teifeld, Eric 
Zimmerman. (9) Jive. (10) Art Gladmon's 
Hillbillies stopped the show. 
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INDUSTRIAL DISTRIBUTORS SALESMEN — 8000 strong 
form a hard-hitting, coast-to-coast sales team that 
can do a real selling job for manufacturers of in- 
dustrial equipment, tools and supplies. It’s a local 
sales team that serves as well as sells one that 
industry respects and trusts that has entree into 
industrial America that has acceptance among 
industrial buyers 

The distributor's salesman is the most powerful 
selling influence in industry today! Because of his 
close personal contacts with local buyers—and his 
knowledge of their production and maintenance 
requirements—the distributor's salesman is the first 
called to the scene of an order. His product and 


Industrial D 


Formerly Mill 


brand recommendations wield a lot of influence on 
the industrial customers he serves. He is truly a 
selling influence on industrial buying power. 

Getting this powerful sales team on your side... 
getting them to work on your sales...is unbeliev- 
ably simple when you use the distributor’s own 
publication —INDUSTRIAL DISTRIBUTION. 

INDUSTRIAL DISTRIBUTION is the top medium of 
contact between industrial manufacturers and their 
distributors. By keeping distributors and _ their 
salesmen well informed on products, applications, 
markets and developments, manufacturers adver- 
tising in INpUSTRIAL DISTRIBUTION influence the men 
who influence industrial buying. 


istribution 


Supplies 





A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET, NEW YORK 18, NEW YORK 
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Jowll win their attention with 


easy-to-answer 


REPLY-O LETTERS 


Busy men are never too busy to answer 
REPLY-O LETTERS . 


ing them and your sales curve a good 





. and you're do- 


turn when you do use Reply-O Letters. 
The reply is in the letter . easy to 


return—no signature is necessary. 


Send now for samples and ex- 
amples of successes made more 


Reply-O Letters. 


¥s - 
THE wert TER {lia 
gua THE LEY r 


successful by 


DIRECTORY ISSUE 


-nes Results Every 
Brings fe a 


Vonth of the 


an rea 
. ea 
pment «de 
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ders with a sales 
1 bring returns 

lve mont Your advertiseme 
twelve L 
. . Directo 
PpMENT 
! ywisly 


ry agtie of 
| UM 1 I RETAII ING 
FARM rat some oe a 
, ecause 
It will rea h more ae — ae 
l FARM Rat IPMENT RI - 
ort _ ; b wre more 


hal e 
More ths 2 =) 
A » any other farm equil 


publication 


that 
ment 
wr «(Life 
! have longer 
~ ve listings of farn 
+ manufact irers 
rvice shop equipment " 
and state fairs mea 
will be read, re 
to lone 


qu 
ers of 
dealet 


mak 


onventions 
she Direct wy 
ned and referred 
—, 4 a cate 
fter publicatlo la 
a 

prome¢ 
tes apply its a }t 
eo ~ you wor ¢ want to 


is July 5th, but 


Regular 
opportul ity 
Copy deadline 
reserve your space now. 


tional 


faRm Equipment 


1078 LOCUST sT ST. LOWIS 1, MO 
Official! Publication - National Retail Farm Equipment Assn 
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NEW Data 
on Media 











The following changes in business pa- 
per specifications have been announced 
since the Market Data Book number 
of Industrial Marketing went to press: 


Plane Facts 

Plane cts i pocket size technical 
magazine ot mulitary aviation, 1s now 
accepting display advertising. Ren Aver 
ill, 427 W. Fifth St., Los Angeles, is 
Pacific Coast representative ; M.S. Lewin, 
1524 Chestnut St., Philadelphia, is East 
ern representative. The 
Davton, Ohio, and covers all 


magazine is pub 
lished in 
facilities, military air 


military aviatior 


raft contractors and sub-contractors 


Chemical Engineering 


['welve-time basic rate at Chemical Enegt- 


neering has been increased from $330 to 
$405 with the July issue. The cost rise 1s 
attributed to an increase in paid circulation 


and higher publishing costs. 


Dental Industry News 
Dental News has been 
Dental Industry News with the June 
issue, The new name is designed to indi 
cate that the magazine circulates not to 
dentists but to manufacturers, jobbers, 
wholesalers, retail dealers and salesmen 


changed to 


in the dental industry 


Fleet Owner 

On September 1 advertising rates for 
Fleet Owner are being increased. One 
page rates are $240 at 12-times, $265 at 
six-times, $290 at single insertion. Other 
rates are increased accordingly 


Production Equipment 
New address of Production Equipment 
is 407 S. Dearborn St., Chicago 5, IIL. 


Glass Publications Name 
Representative 


Midwest representative for 7h, 
Packer and The Glass Industry is Rei 
nig « Shondell, ( hicago. 


Glass 


National Bottlers' Gazette 

With the July issue, National Bottlers’ 
Gasette is upping rates to allow for a 
circulation increase and greater 
New rate for 1 page: $200 at 12-times, 
$240 at six-times, $275 at three-times, $300 


costs 


at single insertion 


Seven Publications Join CCA 


New 1948 members of CCA 
these publications: Locker Management, 
National Automotive Jobber, New Mex- 
ico Beverage Journal, Western Finish 
ing, Super Station, National 
Engineer, and Cleaning and Laundry 


IVorld. 


include 


Service 


In the field of 
AVIATION OPERATIONS 
and AIR TRANSPORTATION 





i 


AIRPORTS and AIR CARRIERS 


serves all airports (large and small) and 
all operators (large and small) such as the 
airlines, air cargo carriers, non-scheduled 
charter services, fixed base operators, dis- 
tributors, dealers and schools. 








Troop 


Carriers 









Military 


Air Bases 







Terminal 





Airports 


Air Carrier 








Operators 


Commercial > 
Airports 


Fixed Base 
Operators 
Distrs., Dirs. 





Airparks 
& Smaller 
Airports 











Airport 
Operators 
Dealer Schools 





AIRPORTS 


and AIR CARRIERS 


A HAIRE PUBLICATION 
1170 BROADWAY, NEW YORK 1 


BOSTON + PITTSBURGH + CHICAGO «+ DETROIT 
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4. 6 @% 


A NEW AND IMPROVED 
WAY TO MEASURE 
SALES POTENTIALS FOR 
CONSUMER GOODS 


Once in a blue moon somebody comes 
up with a new way of measuring poten- 
tial markets for consumer goods which 
makes present methods obsolete. Back 
in 1920 Dartnell made marketing history 
by releasing the first county-by-county 
survey of consumer buying power. For 
twenty years we have been seeking a 
better way to measure markets. We 
believe we have the answer. 


Serge Morosoff's Study Of 
Consumer Purchasing Potentials 


Serge Morosoff, director of commercial 
research for Pacific Mills, has developed 
a new technique which supplies the ‘miss- 
ing link’ between the Federal Govern- 
ment's studies of consumer purchasing 
and present marketing conditions. The 
Morosoff study is based on the principle 
that the relation between income and 
spending remains fairly constant—that a 
family with an income of $1500 to 
$2000, for instance, will spend on the 
average of $2.56 for men's headgear no 
matter what business conditions may be. 


How To Use This New 
Marketing Tool 


The Morosoff study gives estimates of 
family incomes at 6 levels for 498 trad- 
ing areas. To use this new marketing 
tool, the manufacturer simply multiplies 
the number of families in each territory 
in each income group by the multipliers 
for his particular product provided by 
the Federal Government study. The re- 
sult gives him the total sales potentials 
for his industry in each of the 498 trad- 
ing areas. 


Sales Estimates Within 
8 Per Cent Of Accuracy 


By using the Morosoff technique, it has 
been possible for manufacturers of con- 
sumer goods to produce sales estimates 
within 8 per cent of absolute accuracy 
over a 10-year period 


How To Obtain Your Copy 
Of The Morosoff Study 


The Morosoff Guide is available from 
Dartnel! as a set of loose-leaf work sheets. 
A large wall map of the 498 trading 
areas is included. The appendix lists 
more than 122 classes of products, the 
market for which can be measured ac- 
curately through this new quide. The 
price complete in a loose-leaf leatherette 


binder, size 8'/2 x II inches, is $10.00 a 


ABP Approves Continuing 
Study of Readership 


Industrial advertisers will see the 
first regular survey in the Continuing 
Study of Business Paper Readership 
during the coming year 

The Associated 
assured launching of the readership 
studies by granting $17,500 to the 
Advertising Research Foundation at the 
annual ABP spring meeting May 27-29 
at Hot Springs, Va. 

ABP previously had appropriated 
$35,000 for pilot studies made under 
joint sponsorship with NIAA, ANA, 
and the 4-A’s The 
selected for the first study (of a fall 
$2,500 towards the 
Results 


Business Papers 


business paper 


issue) will pay 
expenses of the foundation. 
will be published early in 1949 

The publishers also approved re 
newal of ABP promotional campaigns 
to the advertising and management 
fields. 

Andrew J. Haire, retiring president 
of the association, and Paul Wooton, 


president of the National Conterenc« 
of Business Paper editors each pre 
sented memorials to the late James H 
McGraw Sr., founder of the McGraw 
Hill Publishing Company, to his son 
Curtis McGraw. The memorial 
emphasized the pioneer publisher's 
contributions to high editorial, circula 
tion and advertising standards 
Officers elected for the coming yea: 
include chairman, Andrew J. Haire 
Haire Publishing Company; president 
E. F. Hamm, Jr., Traffic World; vice 
president, P. M. Fahrendorf, Chilton 
Company, and treasurer, George O 
Hays, Penton Publishing Company 
Col. Willard Chevalier, McGraw-Hill 
Publishing Company, was elected to 
the board to succeed M. A. Williamson 
retiring chairman. 
Representatives ot 
organizations met at Hot Springs dur 
ing the ABP session to discuss methods 
industrial marketers 


catalog service 


for clarifying 
understanding of the functional dif 


between catalog files and 


ferences 
advertising mediums. 








copy. Dartnell will gladly send the 
Morosoff Guide on approval. It appears 
to be one of the most accurate and effec- 
tive marketing tools yet developed. 


PUBLISHERS who got out on the links at Hot Springs, Va., during the ABP spring meeting 
included: Top row (left to right): C. E. Price, Keeney Publishing Co.; E. F. Hamm Jr., Traffic 
World, new president of ABP; Robert B. Luchars, Machinery, and W. J. Rooke, W. R. C. Smith 
Publishing Co. Middle row: J. E. Blackburn Jr., circulation director, McGraw-Hill; George O. 
Hays, vice-president and general manager Penton Publishing Co.; Nelson Bond, vice-president 
and director of advertising, McGraw-Hill, and Floyd S. Chalmers, executive vice-president, 
Maclean-Hunter Publishing Co. Bottom row: Ray L. Dudley, Gulf Publishing Co.; P. C. Lev 


. inger, Oil & Gas Journal; M. A. Williamson, Chemical Engineering, retiring chairman of A®?, 


a Ave., Chicage 40, Itt. and J. A. Gerardi, McGraw-Hill Publishing Co. 
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Billions of Meyercord Decals are in service throughout 
the world as spot and window signs, nameplates, truck 
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signs, tax stamps, product decoration... thousands of uses! 


ADVERTISE e IDENTIFY @ DECORATE e WITH MEYERCORD DECALS 


to Geel / 


Bruns. 


jrably Trademarked with 


, MEYE RCORD 


b Jecals 


Durable Product Identification That 


Saves Time, Labor, Material and Cost 


Brunswick-Balke-Collender trademarks mean perfection 
to millions of bowlers . . . just as Meyercord spells the 
“best in Decals’’ to thousands of businessmen. These 
low-cost, durable decalcomania transfers are the modern 
answer for trademarks, operating instructions, patent 
notices, etc. The tough, colorful lacquers withstand vibra- 
tion, continuous washing and wear—even the constant, 
battering impact of a bowling alley. They stay put on 
wood, metal, glass, plastic or any commercial surface— 
rubber or crinkle—curved or flat. Application is easy, 
and geared to high speed production. Meyercord Decals 
save time, weight, labor . . . eliminate bolts, screws, 
rivets and sharp edges. Find out today how you can save 
with Meyercord Decal nameplates—and gain full-color 


trademarks in any size, shape or design. 


MEYERCORD OFFERS FREE, TECHNICAL 
ADVISORY AND DESIGNING SERVICE. NO 
OBLIGATION. WRITE TODAY TO DEPT. 71-7 


Zena Meme ithe Tedninl Tonal 
TkeeMEYERCORDZ. 


World's Largest Decal Manufacturer 





yh mY ¢ . -- CHICAGO 44, ILL 
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MARKET 


and 


MEDIUM 


that pay off 


The largest fleet of pleasure 
boats in history sails Ameri- 
can waters this year. Boating. 
once a sport for the few. is now 
enjoyed by millions. Yachting 
magazine's circulation, with- 
out artificial stimulation of 
kind, has doubled since 








any 


the war. 



































pleasures of boating will 
spend more millions than ever 
before. All factors form a per- 
fect picture of a market and 





a medium that pay off hand- 


| somely. 


| May we send you information 


about this great boating market. 





YACHTING PUBLISHING CORPORATION 
205 E. 42nd Street « New York 17. N. Y. 


Tel. MUrray Hill 90715 





More thousands enjoying the 
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| CONTINUED FROM PaGeE 33 


Changing Economy 
trial advertising carries less weight, 


has not 
well to 


may it not be because it 


demonstrated its worth as 
management ? 

There is no question about the 
enormous size of the sales job ahead 
of us. There is no question about 
the inadequacy of the sales force in 
terms of numbers of customers and 
potential. There is no question 
about the necessity for reducing un- 
productive and ineffective selling 
time to the minimum. There is no 
question about the necessity for in- 
creasing the volume per salesman. 
There is no question about the neces- 
sity for accelerating the acceptance 
of new products or designs at a 
time when everyone else is bringing 
out something new. 

The job to be done by industrial 
advertising is big enough to stimu 
late anyone with vision. It is bigger 
now than ever before because the 
problems are bigger. It would seem 
to me that men now in the business 
are in on the ground floor. As I have 
said before, the challenge lies with 


them 


Improve Press Relationship 


It has always seemed to me that 
there was a close bond between in 
dustrial advertising and the business 
press that was of great potential 
value. | am not sure, however, that 
everything possible has been done by 
both sides to get the most out of 
this relationship. Because the indus- 
trial press is one of the tools that 
industrial advertising must use, it 1s 
essential that it be encouraged and 
assisted to be as efficient a channel 
of communication as possible, and it 
should be compensated on the basis 
of its performance. At the same 
time, users of advertising space in 
such papers should do their share 
towards contributing to that per- 
formance by using intelligently the 
space they buy. 

I am still harping on my original 
theme, namely, making the most 
efficient use of the advertising dol- 
lar. As a representative of manage- 
ment, I want to see more dollars 
spent in advertising, provided they 
are spent efficiently, because wise 
advertising should play a strong part 
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PLASTICS 
SURVEY 


yours on request 


WORLD's con 


Summary ol! 


PLASTICS 
cise, illustrated, 
the plastics industry’s growth 
since 1943 and its 5 year out 


look 


has 


WORLD, 


continues 


rLAS 2269 
grown too, and 
growing and improving its 


27,120 


dustries which can or 


service to men in in- 
do use 
plastics 

COLOR NOW AVAIL 
ABLE with 2/9 or 4:9 (7 x 10) 
units 


"A Plastics Survey’ Belongs in your 
data file. Send for your copy. 


Plastics Would 





CLEWORTH PUBLISHING CO. 
551 Fifth Avenue, New York I7, N. Y. 
Chicago ¢ Cleveland « Los Angeles ¢ 
San Francisco 





Your letterhead 
is a Mirror 


It reflects your stature—busy plant, 
modern office, efficient people, repu- 
table product. Or the exact opposite. 
Your present stationery actually rep- 
resents less than 4% percent of the 
cost of every letter you write. Letter- 
heads need repair every five years! 
A well-designed, engraved letterhead 
pays for itself in new prestige and 
prohts. To firms using 5000 or more 
letterheads a year . write for your 
free copy of “Letterhead Logic’ on 
your business stationery. 


ron.HILh,1 NC 


Engravers and Thermographers of 
Important Business Ambassadors 
LETTERHEADS e BUSINESS CARDS 

ANNOUNCEMENTS 


270-1 LAFAYETTE STREET, 
NEW YORK 12, N. Y. 
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n stimulating desire—in broadening 
uur markets. If our markets are not 
expanded, we are going to have a 
bloody battle of price cutting which 
won't create any additional employ- 
ment but, by its very destructive 
force, will delay economic progress. 

\ challenge such as that places 
some new responsibilities on adver 
tising’s doorstep. Not only must you 
assist sales in broadening the market 
ind securing sales efficiently, but 
you must, as a channel of communi- 
cation, assist the public relations 
activity in its broad task of making 
friends for the company, both inside 


and out. 


Employe Attitude An Asset 


lLet’s take employe relations as an 
instance. If your work is done right, 
vou are contributing to the security 
of employment. In fact, it is one of 
the responsibilities you cannot 
escape. But, do the employes know 
that? How much of an opportunity 
do they get to see or appreciate what 
vou are doing and how they are 
benefiting’ Suppose, however, that 
the emploves did understand. What 
would be the effect if, and when, 
layoffs did come? What would be 
the effect upon employe morale, 
upon employe relations generally, 
upon labor’s attitude during union 
contract negotiations? If you are 
sincere and can show the employes 
that the money vou spend for adver- 
tising is as much for their good as 
inybody’s, then spend a little more 
to make them understand. 

Chat is one of the important chal 
lenges of the new economy to adver- 
tising. Labor can be an asset to any 
business instead of a keg of dyna 
te. You have a part to play 
n't do it perfunctorily. 

ikewise, there is the community 
which your plant or plants are 
ited. The merchants, the profes- 


a 


nal men and others in those plant 
ns are affected by what the plant 
The more they know about 
it you are doing to extend mar 
. the better are your community 
tions—the better is your labor 
ply. So you have another respon- 
lity. 
susiness needs capital and if it is 
<pand and provide a progressive 
omy for this country, it will 
much more — capital. 
have a certain responsibility to 
management secure that capital 


| more 
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MEN in 20-odd INDUSTRIES whose 
work is MATERIALS ENGINEERING 
regularly read MATERIALS & METHODS 


Only M & M offers complete editorial and reader attention to engineer- 
ing materials not even approached by any other publication. 


Only M & M offers thorough coverage of processing and fabricating 
methods and equipment from the standpoint of the most important 
factor in their use—the materials being processed. 


Only M & M blankets and penetrates an audience unparalled by any 
other publication—comprising virtually all the engineers in the country 
who function 100% of their time as materials engineers, plus thousands 
of other engineers, metallurgists and production men who are respon- 
sible for materials-selection and materials-processing. 


Because Materials & Methods holds an exclusive position when it 
comes to reaching men whose work is Materials Engineering, it merits 
a preferred position on your ad schedule. Call in your M & M repre- 
sentative for all the facts. 


REINHOLD PUBLISHING 
CORPORATION 













New York — Chicago — Philadelphia 
Los Angeles — Cleveland — San 
Francisco 


Publishers of Metal Industries Catalog, 
Chemical Engineering Catalog, Progressive 
Architecture; Advertising Management for 
American Chemical Society Publications. 














Something BIG 
has happened in the 
$12.500.000.000 


MEAT 


PACKING 
FIELD. a 





merica’s basic 
food industry... 


Here's a mighty market 
that’s tripled its expansion 
rate since 1946. Established 
packing companies and 
many new concerns are 
multiplying products and 
facilities. Plant additions 
planned have jumped 60% 

various types of new 
construction are up to 


550° greater! 


Write for accurate, exclu- 
sive, up-to-the-minute data 
. 8ix fact-crammed pages 
in a handy file folder . . 
a detailed breakdown of 
plans for construction. 
plant expansion and mod- 
ernization, new equipment 
purchases as reported by 
1.963 packing companies 


THE NATIONAL 
PROVISIONER 


407 S. Dearborn St. 


Chicago 5, Illinois 
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at the most favorable rates. If your 
work is done intelligently and effi- 
ciently, it will be one of the big 
character assets that will help make 
your company’s credit stronger in 
the financial market. 

Secause each of you is a member 
of an industry, you must live with 
that industry and do everything in 
your power to make it strong. Cer- 
tainly you and your salesmen will 
compete with other members of your 
industry for an order but your in- 
dustry as a whole is in competition 
with other industries for the cus- 
tomer’s dollar. Not only must indi- 
vidual companies strive to increase 
customer preference, but industries 
working together will find it more 
essential than ever to stimulate de 
sire. 

Challenge of Change 

It is you advertisers who are chal- 
lenged by this changing economy. 
Advertising will do its job only 
when the men responsible for it are 
big enough to appreciate and evalu 
ate the new economy. 

Be bold, but know what you are 
doing. Have vision, but don’t be 
visionary. Be broad in your con- 
cepts, but keep your feet on the 
ground. Have faith in what you are 
doing, but don’t forget to check up 
on your progress. Be inspired, but 
listen to the voice of experience. 

That's the real challenge. Give us 
men like that and advertising will 
not have to face any challenge from 


anybody, anywhere. 


C. S. Baur Named Publisher 
Of ‘Casket and Sunnyside’ 


C. S. Baur, for many years vice presi 


dent and general manager of /he [ron 
! and vice president and director of 
Chilton Company, 


has been named 
publisher ot Cas 
md Sunnyside, 
New York, a lead 
ing journal in the 
funeral profession 

Mi Baur has 
long been promi- 


nent in business 
publication circles, 
the metal working 


field in particular 
He is a former 





irector of the 
lechnical Publicity Association of New 
York, now a chapter of the National 
Industrial Advertisers Association, and 


was at one time secretary of the New 
York Publishers Association. He is a 
member of the Engineers’ Club and the 
Industria Advertisers Association of 





You can do... 


A BIG JOB 


in the Baking Industry 
AT SMALL COST 


($120 per page) 


BAKER'S DIGEST Circulation is 


Concentrated 


among those 4000 or more bakeries 
responsible for 80°% of the ENTIRE 


Purchasing Power of the Industry. 





Mameees| investigate Now, ...Write 


te 
Te! matnet 


Petes! for complete information. 


Pus - 








CHICAGO 6-747 W. Jackson Bivd. 
NEW YORK 17 - 489 Fifth Ave 











EFFECTIVE APPROACH... 


“MECHANICAL 
Bae iNidaniven 


A publication (monthly) with readership pene 
tration to engineers who have the real mechan 
cal responsibilities NOW. It reaches manage 
ment, design, production, power and other eng 
neering factors in industry. It offers real quality 
circulation, 27,000, and broad engineer contact 
which cannot be duplicated as a group by any 
other circulation. 


EFFECTIVE FOLLOW THROUGH 


ECHANICAL CATALOG 


AND DIRECTORY 


The one reference book (annual) which insures 
that the essential data on your products be reoc 
ily available in the hands of industry's most ” 
fluential engineers. It goes to 15,000. Al! of 
these are engaged in management, planning 
designing, specification and production work. A 
are buyers or have strong buying influence, whose 
business or professional connections are on re j 




















Rates and information upon request 
Published by 
THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 
29 West 39th Street New York 18, N 
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| CONTINUED FROM PaGE 46] 


Ad Effectiveness 


vey revealed that, of 996 industrial 
buyers questioned, 29% knew about 
this head through salesmen’s calls. 
direct mail, exhibits, or other means 

and 71% learned about it 
through advertising in industrial 
magazines. 

Shortly before the war a competi 
tive steel company wanted to know 
whether it was stronger in markets 
to which it advertised than in those 
which it did not advertise. This 
company was known 4 to 1 better 
than the nearest competitor in the 
chemical, food and textile industries, 
in which it was a consistent adver- 
tiser. In the aviation bus transpor- 
tation and transit fields, in which 
this company did not advertise, this 
company stood third. One competi- 
tor was better than twice as well 
known. This competitor, U. S. Steel, 
does advertise to these fields. 

We believe you will agree that 
the results of these surveys made by 
business papers, industrial con 
cerns, by our competitors, and bv 
ourselves, leave no doubt that the 
answer to our second question is, 
“The people who buy industrial 
products do see and read the adver- 
tisements in industrial magazines.”’ 


Thus step number two in the sell- 
ing process—that of arousing inter 
est—is accomplished, for certainly 
no one will take time to read an 
advertisement about a product un 
less he is interested in that product. 


Now let us turn to question three, 
“Do they see and read our adver 
tisements?”” The logical place to 
turn for the answer to this question 
was the advertising divisions of our 
own contract companies. The spe 
cific case histories to follow were 
supplied from their files: 


An advertisement of American Steel 
& Wire Company in Architectural 
Record offered a catalog on “Welded 
Wire Fabric.” This is a rather limited 
held, yet more than 2100 requests 
were received from architects and 
engineers—an amazing response con- 
sidering the size of the market. 
National Tube Company announced 
a new “Piling Manual” in Engineer- 
ng News-Record. Within six months 
‘27 consulting engineers, architects 
nd contractors responded. In many 
ises they explained their reasons for 
sking for the beok—proving they 
had read to the end of the advertising 
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If you are building 
a better Mousetrap... 


and if your prospective 
— are scattered 
Wet? through every Industry, 


in every ‘‘nook and 









cranny” of Industrial 
America, you can 
reach them ALL, 
at one low cost, 


through 


“INDUSTRIAL MAINTENANCE 
with its 90,000 Circulation 


INDUSTRIAL MAINTENANCE delivers a circula- 
tion of 90,000 — 46% more than that of the nearest 
competitor. 

Cost per 1000 readers, figuring on a 1/9 page unit, one 
insertion, is $1.64 per 1000 readers, or 18% less per 
1000 readers than the rate of the nearest competing 
publication. 

Based upon the conservative estimate that at least 
three people read each copy of INDUSTRIAL 
MAINTENANCE, the number of readers is 270,000 
and the cost 54-4/s5¢ per 1000 readers. Check these figures 
for yourself with a recent issue of Standard Rate & Data, 
and write for a copy of the latest INDUSTRIAL 
MAINTENANCE Certified Circulation Audit and 
Rate Card. 


INDUSTRIAL MAINTENANCE 
3623-27 Filbert Street Philadelphia 4, Pa. 






















21°, of all oilheating 

and fueloil retailers 
and jobbers who get 
this publication take 
it home to read. 


Verified by FACT FINDERS 


FUELOIL & OIL HEAT 


232 Madison Ave. New York 16, N. Y. 
LExington 2-4566 
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IRON AND STEEL copy, which explained that the offer 
was limited to those actually engaged 

f D A | L Y N E W 5 in specifying or installing piling. 
United States Steel Supply Company 
bd Published each day of the salesmen asked 1,485 customers, “Do 
IRON AND STEEL you ngeey see and read our adver- 
tising?” in personal interviews. 69% 


, ae coat ON » of those interviewed said, “Yes.” 
ADVERTISI N G an nnual Convention 
BUY 





No better evidence can be produced 


of Association of ! : 
to prove readership of our industrial 


iron and Steel Engineers 


September 28, 29, 30— 
October 1, 1948 


Also — A Pre-convention issve — 
September 14, 1948 





advertisements than direct sales in 





quiries. For example: 











American Bridge reports that 20% of 
all electric furnace inquiries are re 
ceived from industrial magazine ad- 









It's the “advertising buy of the vertising. 

year” for those who sell equip- An American Bridge electrical towers 
ment, supplies or service to the ad brought an inquiry from a com- 
steel industry. It's the “daily paper” _ in gece —~ a 
Ax Daily hews of the Big Steel Show . a read “aie. an pe then Macnee illus 

FronkSteel =: Se ... gets results for advertisers. Plan trates exactly what we want.” 
Ox SAYS CORPORATE TAX to use all five issues — with emphasis An advertisement of American Steel 
on the Pre-convention number. & Wire Company led to a series of 


orders for 12,000 miles of Amerductor 
wire from a co-operative in Texas 
Universal Atlas selected business pa- 
[ per advertising as the cheapest and 
TOn AND fee quickest method to put over its new 
product, white cement. When the 
DAILY NEWS Atlas White salesman called on a 
leading industrial architect, he was 
1010 EMPIRE BUILDING greeted with the remark, “I suppose 
PITTSBURGH 22, PA. you came to call about white floors.” 
And the president of the National 
Terrazzo Contractors Association 
Satis aa stated, “Universal Atlas industrial 
magazine advertising has doubled the 
market for Terrazzo.” 
A Worcester, Mass., company wrote 
Carnegie-Illinois, “I saw your ad and 
got in touch with your Boston office. 
We may be able to use your electric 
furnace steel ...” Before this in- 
quiry the company did not buy alloy 
steel from Carnegie. Today this com- 
pany is a customer. 
A Cleveland company asked for a 
quotation on 20,000 feet of Seamless 
Steel Tubes after seeing a National 
Tube ad in a business paper. 
Hundreds of letters every month ask 
for a Cyclone Fence catalog featured 
in industrial advertisements. The 
leads, followed up by salesmen, usu- 
ally result in sales. 
A Carnegie-Illinois advertisement in- 
troduced two new piling sections. 
The sales department reported, 


ee eed 
ye eee PSON 


REDUCES STEEL EXPANSION 


- te Send for complete data— today! 



















Associated with Iron and Steel Engineer 


coe 


WHAT? 


CONTROLLED CIRCULATION 


for sponsored films? 

y reached EXCLUSIVELY by the 

SHERMAN PLAN* 10 OOF 

men the Veter t Foreigt 

w irs of th l s ind A 100 Natior a 

Rifle Associa tdoor enthusiasts 
FILMS? 


FULLY APPR V.EW | 
ul N.R.A nmiuttees AVAILABI 








ft St rst ow ina seicctk 


Appea 


To sell equipment to the construction 


“Within a week we were receiving 
$50 ve a tell your story to the men who orders directly from the advertise- 
ee uy: ment, as no salesmen’s calls were 
' - , made. We have continued to receive 
you thi ' "e n re a Distribution 24,000 CCA to key of- orders specifying these new sections 
“ len ger ficials in Federal, State, City and as described in the ad.” 
Began County departments and to active We bel; 
, ; Y highway-heavy contractors. Waste- ¢ believe the examples shov 
ci en re of Anatieble Films free circulation, 4.8 readers per copy. well spread a ard — 
products and markets, indicate that 
Write for Readership Survey people do see and read our adv« 
SS . tice > P . . 17 
~~. hen AM x: of Highway Contractors. tisements, and that our busine 
— PLAN paper advertising does provide us 


420-421 Victor Building Washington 1, D. 
*Copyright 1947 
mee me ee ee 


ROADS AND STREETS with an opportunity to create 


22 West Maple Street, Chicago 10, Iilinois preterence for our products 


128 INDUSTRIAL MARKETING, July, 1948 


t 





< Vy 





er 
ed 


ly 
do 


e] 


al 


sk 
ed 


he 





thus accomplish the third step in 
selling. 

Are the results worth the cost? 
Here the film presents specific ap- 
bropriations for individual products, 
ich an amazingly low percentage 

sales. The figures are intended 
wr use within the Steel corporation 
nly, and were not released for pub- 

ation—Editor. ) 

Our cost for performing the first 
hree basic steps in selling, based 

1 the circulation of business papers 
on our present schedule is about 
ent per message. The final two 
teps are the salesman’s job. Here 
the cost per call, estimated by sev- 
ral well-known marketing organi 
ations, averages $7.50 to $10.00 
[his amount corresponds closely to 
figures supplied by several contract 
ompanies. 

If we did not advertise in business 
papers, we would have to do the job 
some other way. Even if our sales 
men’s calls cost only or 1/3 of 
he estimate, and discounting a high 
percentage of the readership of our 
\dvertising, it still would be rather 
expensive to use the salesman’s time 
to accomplish the job we've assigned 
to advertising .. . We are not com- 
paring the two calls in effectiveness. 
In our business advertising can 
never replace the salesman. It is 
nly a supplementary effort. 

We believe you will agree in our 

nclusion—that adequate and intel- 
ligently used advertising does the 
ob, and that the results of business 
paper advertising are worth the 
ost 

\s we enter the market where 

e buyer is again king, as we meet 

e increasing pressure of direct 

mpetition and of competitive ma 
erials, every conceivable sales tool 

ist be brought into use. Business 

per advertising can make an im 

rtant and worth while contribu 

n toward attaining our sales ob 


ectives 


Gauley Appointed to 
Vice-Presidency of Maclean-Hunter 
R. Gauley has been appointed vice- 
dent of Maclean-Hunter Publishing 
poration, Chicago, where he will have 
ge of the company’s four U. S. pub 


Gauley joined the Maclean-Hunter 
in 1940 as manager of Santtary En- 
r, later taking charge of Plant Ad- 
tration. He was appointed director 
search and promotion for their Mer- 


( lising Newspapers Division in 1943, 


early in 1946, managing director of 
an-Hunter Limited, London 
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lt's Time To JUMP On The 


INDUSTRIAL 
BANDWAGON 


In The Lower Mississippi Valley 


If you haven't heard . . . then it's time to 
investigate the phenomenal INDUSTRIAL 
CHANGES that are taking place, or have 
already taken place, in the greatest potential 
industrial area in these United States. A 
golden opportunity and a definite challenge 
awaits the progressive manufacturer of con- 
struction machinery and materials . . . . and 
CONSTRUCTION NEWS MONTHLY can 
be a major help in furnishing your advertis- 
ing message the most direct, economical 
audience among contractors and public offi- 
cials, as well as the engineers and architects, 
who are the advance guard for these in- 
dustrial changes. 


In Our 15th Year 


CONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION serves | | ow A 
In Oklahoma, Missouri, Arkansas ~ 
Tennessee, Mississippi and Louisiana 
LITTLE ROCK, ARKANSAS wr 
For Basic Information On Industrial and Trade 
Markets—and the Publications Which Serve Them 

































. . « see the 556 pages of data covering 86 primary 
markets—specifications, rates and circulations of the 
2,100 business papers serving U. S. and Canadian 
industry—and the factual presentations of over 200 
leading publishing organizations . . . in your 1948 


THE INDUSTRIAL MARKET DATA BOOK 
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Evaluate your sales possibili- 
ties in the grain and allied 
processing segment of the food 
field by studying data now 
available to you. Briefs have 
been prepared on the follow- 
ing subjects: 


ELECTRIC MOTORS 
FUMIGANTS 

V-BELT DRIVES 

PAINTS 

PACKAGING MACHINERY 
ROPE BELT DRIVES 
DIESEL ENGINES 


P| 
o 
2 


Also available is National Miller Pub- 
lication’s general survey “Today and 
Tomorrow”. And remember, if you 
need special information we will 
gladly obtain it for you. Write: 





330 So. Wells Sr. 
ILLINOIS 


20,000 


Telephone 
Exchanges 
presenta 


Profitable 
Market 


for many items 


CHICAGO 6 








Only ONE 
Trade Magazine 
Reaches This 
ENTIRE Market! 


TFortn ight ly 


TELEPHONE ENGINEER 


Write for Complimentary Copies, 
Rate Cards, etc. 


7720 Sheridan Road CHICAGO 26 
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[CONTINUED FROM PaGE 54] 


How Buying Is Done 
information from five to as many as 
eight different suppliers. 

You and I have often heard that 
grass-root complaint: “What does 
NIAA do for me?” 

sill Marsteller answered that one 
in a speech before a local chapter 
when he said: “I have no sympathy 
for that most trite of all NIAA 
vipes, ‘What do I get for my 10 
bucks’ which used to read, ‘What 
do | get my five bucks.’ ” 

Bill then went on to point out 
that, “All around us new techniques 
are being developed to increase the 
effectiveness of industrial advertis- 
ing. A few companies—the big boys 
like U. S. Steel, Westinghouse and 
the like—have total advertising and 
sales expenditures big enough to 
justify independent research into 
advertising and marketing methods. 
So do a few of the publishers, inso 
far as their own fields and individual 
interests are involved. 

“But most of us, to share in the 
results of these undertakings, must 
take what we can get from business 
paper reports after the fact. More 
importantly, we are denied the op 
portunity to share in the shaping of 
the objective, in the determination 
of the course and means to be fol- 
lowed, and in the first-hand expe 
rience of fact accumulation. But 
by insisting upon and participating 
in a full NIAA for in 
creasing the knowledge of industrial 
marketing, every benefit available to 
the biggest company member and 
the most skilled individual member 
is equally available to the smallest, 
the newest, and the youngest.” 

That sums up neatly the main 
motive of your investigating com- 
mittee. We knew the objective of 
this study was sound. Of course it 


program 


is just as sound to apply the same 
principle of research to your job 
and mine as it is to undertake re 
search projects to develop new prod 
ucts, expand the uses of old ones, 
and to explore the fascinating by- 
ways of science and manufacturing 

\Ve were intensely interested in 
getting an adequate story—backed 
by facts and figures—that you could 
present to your management. Obvi- 
ously such a story will give your 
boss and mine confidence in the job 
we are going to do. 

We do not expect that the results 


of a general and continuing re- 





















There's a construction equip- 
ment order in the making here 


Concrete’s BUYERS’ DIRECTORY 
Issue is the “product information bible” 


of the concrete 
contractor, the 
concrete products 
manufacturer, and 
the ready mixed 
concrete producer. 
Your advertising 
in the September 
1948 Issue will de- 
velop “extra sales” 
for you all through 
1949. Send today 
for complete in- 
formation. 


LAST FORMS CLOSE AUG. 20 








CONCRETE PUBLISHING CORP. 
1937 DAILY NEWS BLDG. CHICAGO 6 





HIGH Value 
At LOW Cost! 


Reach 27,000 metal working in- 


at cost of 


dustry executives* 
only $60.00 per 
i a os 


Send for your copy. 


insertion for 
plate. Free folder 
tells all. 
10,300 


*Readers of paid sub 


scribers copies. 
AMERICAN METAL 
MARKET 
Published daily since 1899 


20 Cliff Street 
New York 7, New York 
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search project can be applied across 
the board in every case. But we do 
feel that certain phases of the pro- 
ect will be applicable to almost 
every business. It will then be your 
ob to pick those specific areas which 
need further investigation to give 
ou the complete story. 

That means you will have to 
pend a minimum amount of money 
to obtain information and data of 
particular interest to you. 

Maybe you’re asking yourself 
“what makes him think my boss will 
he interested in this?’’ Here’s why 

The executives who were inter 
viewed in this pilot study all dis 
played an active and intelligent in- 
terest in the project. We received 
100% cooperation. Many of the men 
interviewed stated that had they 
been approached in advance of the 
researcher’s call they would have 
been glad to set up meetings and 
call people in. 

\s it was, they shagged through 
offices and labs and factory areas to 
track down men who had been con- 
cerned with or interested in the pur- 
chases. Don’t waste any time being 
concerned about management’s in 
terest—it’s a tangible and active in 
terest. 

Some of the executives inte 
viewed asked when they could see 
i copy of the study, and would we 
please send them a copy. When told 
his was merely a pilot study and 

was not intended to publish it, 
hey still wanted a copy. Their pic 
tures aren't going to be in it ; 

eir names aren't going to be in it 
their companies’ names aren’t 
ing to be in it—-but they want it. 

[his report has been something 

a barker’s spiel. This is front 
platform stuff. Your Board of 
Directors has approved the continu 
ng study project. It is a genuine 

irce of pleasure to tell you Mr. 
lliams and his associates have 
ised your committee that they 
prepared to underwrite the cost 
the project. 


price of admission is simply 


1) To agree that this study of 
sa means of providing the kind 
type of things you and I must 


w if we are to d better job 


2) To endorse the principle of 
" : 
VIAA spt msored projects in basic 
research in the field of industrial 


rketing 
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BOTTLED MILK * * * 


One of America’s Biggest and Richest 
Basic Food Industries 





Machinery, Equipment and Supplies 


Storm, sleet, or snow ... your milkman always gets through. There are many thousands of 
him; millions of bottles of milk to be delivered, every morning, on time. A miracle of 
modern food processing and transportation; a daily ocean of milk to be gathered from farms, 
pasteurized, cooled, bottled, and delivered. It takes many thousands of plants to do this; 
a vast personnel to operate the spotlessly clean gleaming sanitary equipment, and to man 
the endless caravan of trucks required to bring a morning-fresh bottle of milk to America’s 
tables. It's a huge industry. Annual equipment and supply purchases run into millions of 
dollars . . . a quick responsive market for hundreds of important products in addition to 
the major items of plant machinery, equipment, and supplies. You can sell this rich, thriving, 
always-active market through one time-tested medium — “THE MILK DEALER" — first in 
ABC circulation, first in reader interest, first in advertising results. 


, Write For Survey Facts 


Free to advertisers 
and advertising 
agencies: market- 


‘ MARKET = Preferred 
} DATA live survey facts by Buying 


\ to help you plan 
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more effectivead-| Executives , 
vertising and in- f 
crease your sales | jp the Milk 


to the dairy in- 


| 
| dustries. Lists and 
addressing - mail- Industry 








ing services at 
moderate cost. 








THE OLSEN PUBLISHING COMPANY 


1445 WN. FIFTH STREET MILWAUKEE 12, WISCONSIN 


ASSEMBLY LI 
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Aircraft plants - Metal workers - Telephone, 





WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


Radio, Vacuum cleaner, Washing machine 
manufacturers use Topflight's Pressure 
Sensit 


Self - Adhesive Tape,Easy to Apply. 


TOPFLIGHT TAPE CO. YORK PA. 


bi N - 7 
A Journal of Constructive Help 


to the Sheet Metal, Ventilation, 
For Further Air Conditioning, Warm Air 
Data See Heating and Roofing Trades. 
Market Data Used year after year by over 200 
Book and Industrial Advertisers who know 


Send for : 
Our CCA their market well. 


|_feport | SNIPS MAGAZINE 


5707 W. Lake St., Chicago 44, Ill. 








BACON’S CLIPPING BUREAU 


BUSINESS * FARM 


GENERAL 
PAPERS PAPERS MAGAZINES 


314 So. Federal St.. Chicago 4 























WHAT EVERY ie 
BUILDING MATERIALS Sessions 


JULY 16-24 
Seotdier Fretd CHICAGO 


SALES MANAGER sh se 
WILL WANT 
TO KNOW! 





























ADVERTISING ON THE MOVE is an offer by Harvey A. Scribner, Chairman of the Road 

Show Promotion Committee. Blue banners “40 x 60" in size bearing the inscription “See Me 

At The ROAD SHOW July 16-24, Soldier Field, Chicago” in white, complete with reinforce- 

ments and tie ropes, will be furnished without charge to any company shipping equipment 
to the Road Show. 


|CONTINUED FROM PAGE 40] tion to teaching and improvment ot 
: practice in the advertising profes 
McGraw-Hill Award sion. 


When the Rochester industrial 


sional interest which is expressed advertisers began their project, they 
in |) Cooperative effort that did not plan to become authors 
brings members together in groups Their scheme was to work up a 
ol practitionet Ss to help perfect the series of lectures to serve as a shert 
science or the art they practice. 2) course for newcomers to advertis 
\ repository of a body of knowl ing. As plans for the lectures grew 
edge concerning that science or art. and the material was gathered 
“\Ve are presenting this award to became apparent that the result was 
the Rochester Industrial Advertis going to be broader and bulkier than 
ers for meeting these three require originally planned. So objectives 
ments: 1) Their vision of the need were shifted and the RIA tackled 
for better training of industrial ad head-on the job of writing a text 
vertisers. 2) Resourcefulness in as book for college courses in advet 
sembling a group competent to do tising. 
the job. 3) Enthusiasm and effort But even as the program expand 
to carry it through.” ed, none of the Rochester men ex 
lames Christy, Eastman Kodak pected they would be on the job fo 
Company, president of the Roches four years. It was in the spring of 
ter chapter, accepted the award and 1946 that the mimeographed text 
stated a hope on behalf of the was finished and turned over to the 
Kochester chapter that the book University of Rochester for a trial 
vould make a significant contribu run. The material was used i1 





Now nearing completion by Progressive 
Architecture, this comprehensive study 
is crammed with authentic facts you'll 
find helpful in developing more build- 
ing products sales. Write us today to 
reserve your copy. Distribution will be 
limited. 





WA 
ills JUDGING THE ENTRIES from eight chapters of the NIAA in the first annual McGraw-H 

babgaatnmnp 5) Award competition are (left to right) Blaine G. Wiley, executive secretary of the associatior 

vvutsSs JS Allen L. Billingsley, president, Fuller & Smith & Ross, Cleveland; Keith J. Evans, advertising 


manager, Joseph T. Ryerson & Sons, Inc., Chicago, chairman judges committee; H. H. Simmons 
advertising and sales promotion manager, Crane Company, Chicago; A. H. Fensholt, president 
The Fensholt Company, Chicago; and W. Lane Witt, president, Sales-Aids, Chicago, former 
NIAA president. Not pictured, but one of the judges, is James R. Kearney, Jr., president 
James R. Kearney Corporation, St. Louis. 





A REINHOLD PUBLICATION 
330 West 42nd St New York 18 
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asses to determine its adaptability 
» teaching. It was used in two sec 
ons: one section was taught by 
university professor, the other by 
member of the Rochester Indus- 
ial Advertisers. Sixteen members 
f the RIA took turns observing and 
casionally lecturing in both sec 
ms. 
With the resulting information, 
e book was completely revised. In 
; final form it was designed to be 
seful to instructors who have had 
ttle direct contact with advertising 
d to provide working advertising 
en with the theory of advertising 
well asa practical handb« 0k. 
lhe book goes into production in 
ne for fall classes. It has been 
selected by the NIAA Board of Di 
rectors as the official textbook for 
use in the College Cooperation Pro- 


Nl. 


Chapters Giving Boost 
To Advertising Students 


With 17 chapters out of 29 ac 
tively working on college coopera- 
tion in promoting instruction of in 
dustrial advertising, the coming 
vear promises great progress in this 
practically untouched field, said Ed 
ward Hurlburt, advertising man 
ager of the Ritter Company of 
Rochester and chairman of the 
NIAA’s college ce operation project 
committee. The Rochester chapter’s 
textbook “Practical \dvertising 
Procedures” will be ready for this 
fall’s advertising classes. College 
projects include case studies which 
are being made on marketing and 
ulvertising problems of industrial 
companies to provide material to 
marketing professors. NIAA mem 
bers also are slated for talks to mar- 
keting classes, teachers are encour 
aged to join local NIAA groups and 
feld trips are being arranged for 

dents to tour NIAA members’ 

ipanies 

Schools all over the country are 
being informed of the fact that 
NIAA is interested in helping them 
with their teaching problems and 


S 


idents are being informed on 


NIAA and its purposes. 


Thompson Resigns 

From Maclean-Hunter 

hn R. Thompson, vice-president and 
urer of Maclean-Hunter Publishing 


oration, resigned from the company 
lune & 
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in the PAPER and PULP 
MANUFACTURING 
FIELD... . 


For 28 years, THE PAPER INDUSTRY 
AND PAPER WORLD has been ‘"'grow- 
ing up" with the ever-expanding industry 
which it serves. (SINCE 1919, THE 
PRODUCTION OF PAPER AND PAPER- 
BOARD HAS MORE THAN TRIPLED.) 
This publication's scope of service is 
to provide its readers with valuable man- 
agement, production and technological 
information; news about machine and 
process developments, industry activi- 
ties, etc. 


Behind the scenes in THE PAPER IN- 
DUSTRY AND PAPER WORLD organ- 
ization is a staff which has a long record 
of service in the paper and pulp manu- 
facturing industry, people who are exceptionally well known to mill officials and their 
key men. The combined skill and experience of this staff enables it to keep each 
issue of the publication a storehouse of interesting, informative material that assures 
intensive, continued readership. 





As mills tackle the big job of meeting 
ever-pressing demands for paper and 
pulp products, they find THE PAPER 
INDUSTRY AND PAPER WORLD on 


hand to guide them with current, authentic information. 





THE PAPER INDUSTRY AND PAPER 
WORLD has the highest paid circulation 
of any publication in the paper and 
pulp manufacturing field—reaching offi- 
cials, production executives, engineers and technologists, foremen, and _ skilled 
operators in mills throughout United States and Canada. This circulation and reader- 
ship give advertisers what is needed to reach the ever-expanding paper and pulp 
manufacturing market. 





FRITZ PUBLICATIONS, INC. 





SS EAST VAN BUREN STREET CHICAGO 5S, ttl 




















PREFABRICATED HOMES INDUSTRIAL ADVERTISING 





Issued Every Other Month Attractive vacancy for industrial writer 
trained and experienced in industrial 
114 E. 32nd St., New York 16 advertising, including copy writing 





and lay-out supervision, direct mail 








presentations and techniques. Excel- 

lent opportunities for professional 
i _ growth and individual initiative. All 

LETTER GADGETS keep those letters out inquiries treated confidentially and 

of the woste basket and pay for them- 

selves many times. These are attention- acknowledged promptly. Please ad- 


getters which triple the pulling power of dress replies to: 


letters or circulars when properly used 


Send for circular and price list illustrat- 


ing many of them BOX 416, INDUSTRIAL MARKETING 
100 E. Ohio St., Chicago 11, Ill. 


A. MITCHELL 
Room 303, 111 W. Jackson Blvd., Chicago 4 t 
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Industrial Executives 
and Plant Officials 
are coming .. .. | 


“¢ 





sponsored by 
ASSOCIATION OF IRON & STEEL ENGINEERS 
1010 Empire Building, Pittsburgh, Po. 
ATlantic 6323 





Read and liked 
by men who will 
make wood prod- - 
ucts from the 37 
billion feet of 
lumber being pro- 
, duced this year. 


: 
. 


Use WOOD PRODUCTS 


advertising pages for 








assured results. 





FOR DETAILED 
REFERENCE DATA No. | 
. Paper ina 
No. | eee 
Preis = industry 







431 South Dearborn St. 
CHICAGO 5, ILLINOIS 
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Employe Manual 


fully used as a visual aid in many 
employe manuals because it gives a 
lift to copy and cushions the impact 
of the sterner rules and regulations. 
You can count on it: The solid text 
manual is almost a thing of the past. 

Here is a brief case history of a 
manual of our own creation; the 
report may have value for anyone 
faced with the problem, and we 
mean problem, of carpentering an 
informational manual! 

First, we sought not to provide a 
book of rules and regulations, but 
to capture, in pictures and words, 
the atmosphere of a plant. Our story 
had to be told in a way employes 
would like and accept. For this 
client (The Superheater Company 
of East Chicago, Indiana), we orig- 
small character called 
Elesco Joe—Elesco is the company 
trade name. Joe came from the 
drawing board a curious, busy little 
fellow, with the charm of a Disney 
character and the flippancy of 
Charlie McCarthy. The story is told 
in Elesco Joe’s own words. (See 


inated a 


page 45.) 

When the pictures were blocked 
out (the job is about seventy per 
cent pictorial, with small areas of 
copy), provision was made so that 
‘he figure of Elesco Joe could be 
superimposed on the glossy print. 
Thus it was necessary to stage each 
shot so that the figure could be 
painted on the print afterward. 

The cover is not “Rules and 
Regulations,” with a subhead to the 
effect that this is an informational 
The cover carries the 
simple heading: “The Story of 
Xlesco Joe,” with a picture of men 
entering the plant, and Elescoe Joe 
hustling along beside them, lunch 
bucket in hand. 

The introduction, less than a page 
and a half, highlights the company 
history and explains that the story 
thereafter will be told by Elesco 
loe. Through each department the 
character moves, making friends, 


manual. 


asking questions. The centerspread 
is devoted to an air view of the 
plant, keyed so that employes may 
see where each department is lo- 
cated. 

Participation of employes in the 
building of the manual was not only 
desirable; it was necessary. Many 


| 








IN THE 

DIESEL INDUSTRY 
IT’S 

PROGRESS 


DIES 
PROGRESS 


2 West 45th Street 
New York 19, N. Y. 












</or SELLS 


Wherever there is life there is color. Full 
Color Reproduction can make your illustra- 
tions of your plant or products stand out 
and deliver a true to life selling message 
to your markets. 

The House of Photography produces spark- 
ling dye transfer color prints from your 
own Kodachrome or Ektachrome transpar- 
encies, or complete color separation neg- 
atives can be produced ready for delivery 
to Lithographers or Engravers. 


as A 


Dept. E-1, 137 N. Topeka, Wichita, Kansas 

















@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 


CHICAGO 
Manhattan Bldg. 


NEW YORK 
Whitehall Bldg. 





For over 60 years the leading 
journal of the coal industry 
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NEED CATALOGS? 


Can print 2 sides and fold in | operation 
on new high-speed rotary web offset press 
Up to page size 9 x 12, in 8-16-32 page 
units. Complete production facilities, 
New York City. Quality reproduction. 
Box 415, INDUSTRIAL MARKETING 
100 E. Ohio St., Chicago I!, Ill. 
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vere asked to pose so that they 
ippeared to be talking to someone 
bout three feet high who wasn't 
here. Elescoe Joe had the biggest 
vord-of-mouth build up a mythical 
haracter could have had. 
When the manual was ready for 
listribution, each employe’s name 
vas hand-lettered on it. First the 
oremen were presented with their 
opies ; many had aided in the prep 
ation of the manual and here they 
vere thanked for their aid. The 
inion officials were then called in 
und given their copies ; they too had 
been helpful in getting the manual 
lone. Distribution to employes was 
made personally by the foremen. 
Like many other manuals, this 
one has had wide popular accept- 
ince. It gained heavy readership in 
employes’ families where it has been 
frequently remarked that now, for 
the first time, the family knows 
what the old man’s job is all about. 
Skeptics will observe: You made 
game of it. We reply: Manage 
ment would be smart to make a 
game of more things than it does. 
[here are many excellent manuals 
produced each year for employes 
(manuals quickly outdate them 
selves and new editions are indi- 
ated.) Among the better of the 
more recent products are those of 
Nash-Kelvinator Corporation, Puri 
tan Knitting Mills, Heywood-Wake 
ield Company, New England Elec 
tric System, Procter & Gamble, 
Union Electric System, \bbott 
Laboratories, American Optical 
Company, Acme Steel Company, 
General Foods Corporation, Her 
shey Chocolate Corporation, Stand 
ird Oil Company of California and 
Irving Trust Company. They are all 
well up in the big leagues, well 
vritten and well designed. 
here is a caution light for the 
lividual assigned to the chore of 
eparing an informational manual, 
| this is it: The manual of today 
shows certain symptoms of going 
Park Avenue. The rash of color, 
fancy bindings, the expensive 
paper combine to suggest that man- 
ment in some cases may be 
shooting over the heads of its peo 
The most lavish binding won't 
lanize copy, and a stuffy pic 
e of a company president is 
stuffy no matter how costly the 
paper on which it is printed. 
Next month: How to make effective use of 
your plant bulletin board. 
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Constructioneer . . . the basic publi- manufacturers in establishing mere 
cation of the Construction Industry effective outlets. 

in the Middle Atlantic Area. . . Through the pages of Construc- 
serves as a middle man between tioneer, your "message reaches more 
buyer and seller . .. between con- than 8,500 contractors, engineers 
tractors and engineers . . . between ind public works officials effectively 
producer, dealer and consumer. and economically. Constructioneer 
Constructioneer aids distributors in will sell your share of business in 
obtaining suitable lines . . . assists this 2-billion dollar annual market. 


556 High Street, Newark 2, N. J. 


Constructioneer 


Engineering Work in New York, Pennsylvania, New Jersey, Maryland and Delaware 














LOOK FOR i 


THIS EMBLEM am 


When you see it in the advertisements of business pubdlications—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference data in The Market 
Data Book. It means you can find facts on the publication's editorial 
services, circulation, influence, market studies, and similar information, 
adjacent to complete data on the market it serves. 
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WHITING CORPORATION 
another 


FENSHOLT 


vas SOM'T Bee APF 
aexpocsibte fo 


tte rower 








These reprints of recent 
Whiting advertisements 
are part of an intensive 
campaign to foundries 
showing how better me- 
chanization will increase 
plant output. 


If you are faced with 
a major problem of prod- 
uct or prestige promo- 
tion, our staff is avail- 
able for consultation and Willic A. We 
planning. ‘ 


The Fensholt Company 





Sy ADVERTISING 


* 360 NO. MICHIGAN AVE. 


CHICAGO 1, ILLINOIS 


- 
Members of AAAA and 
Continental Agency Network 


7 | 
"vero" 


REGIOWAL AGENCY SERVICE IN PRINCIPAL CITIES 
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Index to Advertisers 


Airports 121 
Airports and Air Carriers 121 
“American Artisan 11 
"American Metal Market 130 
“American Miller & Processor 130 
“American Society of Mechanical En 
gineers 
*A.S.M.E. Mechanical Catalog 
“Associated Business Papers, The 
"Associated Construction Publica 
tions 
“Aviation Maintenance & Operations 


Bacon’s Clipping Bureau 
*Baker’s Digest 

*Bedding 

Belnap & Thompson, In¢ 
Black Diamond 
*Bramson Publishing Co 
Business Week 


Chemical Engineering Catalog 60-61 
hemical Processing Preview 24-25 
‘Chilton Publications 70-71, 109 
*Cleworth Publishing Co 124 
“Coal Age 79 
omposite Catalog of Oil Field and 
Pipeline Equipment 16-17 
oncrete 130 
oncrete Publishing Corp 130 
onover-Mast Corp 
55, 82, 104, Fourth Cover 
onover-Mast Purchasing Directory 
(Formerly Plant Purchasing Direc- _ 
tory) 2D 
onstruction Bulletin 95 
onstruction Digest 95, 106 
onstructioneer 95, 135 
onstruction Methods 87 
onstruction News Monthly 95. 129 


Dartnell Corp 

‘Diesel Progress 

*Distribution Age 

*Dixie Contractor, The 

“Dodge, F,. W., Corp. 

"Domestic Engineering 

*Domestic Engineering Catalog Di 
rectory 


lectrical Catalogs 14-15 
lectrical Manufacturing 65 
ngineering & Mining Journal 2nd Cover 
ngineering News-Record 


actory Management & Maintenance 
arm Equipment Retailing 
ensholt Co... The 
ood Industries Catalogs 
ood Processing Preview 
ototype, Inc. 

*Fritz Publications, In¢ 

*Fueloil & Oil Heat 


“Gage Publishing Co., The 
Gardner Displays 
Gardner Publications, Inc 
Gebhardt & Brockson, Inc 
Gray, Russell T.. Ine, 
Gulf Publishing Co 


Haire Publishing Co 

“Heating, Piping & Air Conditioning 
"Heating & Ventilating 

Hill, Inc., R. O. H 

*Hospital Management 

House of Photography, The 


Illumination Publishing Co., Ine, 
“Industrial Distribution (Formerly 
Mill Supplies) 


*Industrial Equipment News 

Industrial Maintenance 

“Industrial Marketing 102-103 
*Industrial Press, The 1-5, 29 
“Industry & Power 8-9 
*Institute of Radio Engineers, The 107 
*Institutions Catalog Directory 6-7 
“Institutions Magazine 6-7 
Iron Age, The 70-71 
Iron & Steel Engineer 128, 134 


*Keeney Publishing Co. 
*Kenfield-Davis Publishing 
Kimberly-Clark Corp. 


*Machinery 
*MacKae’s Bluebook 
*Marine Engineering & Shipping 

Review 
*Mass Transportation 
*Materials and Methods 
*MeGraw-Hill Catalog Service 
*McGraw-Hill Digest 
*MeGraw-Hill International Corp 
*MecGraw-Hill Publishing Co., 
*Mechanical Engineering 
Metal Progress 
Metals Review 
Meyercord Co., The 
*Michigan Contractor and Builde 
*Mid-West Contractor 
*Milk Dealer, The 
*Milk Plant Monthly trd Cover 
“Milk & Factory Fourth Cover 
*Mill Supplies (see Industrie! Dis 

tribution) 120 
*Mining Catalogs La-1 
*Mississippi Valley Contractor 95 
Mitchell, A. 133 
Modern Machine Shop 91 
*Modern Railroads 106 
*Modern Railroads Publishing Co 106 


*National Milk Publishing 


*National Provisioner, The 
*New England Construction 
New Equipment Digest 


*Olsen Publishing Co., The 


*Panamerican Publishing Co. 

*Paper and Pulp Mill Catalogue 

*Paper Industry and Paper World, 
The 

Penton Publishing Co. 

Petroleum Refiner 

*Pit and Quarry 

*Plant Purchasing Directory (See 
Conover-Mast Purchasing Directory) 

*Plastics World 

*Power 

Prefabricated Homes 

*Proceedings of the LRB.E. 

*Production Engineering and Man 
agement 

*Progressive Architecture 

*Purchasing 

Putman Publishing Co 


*Railway Age 

Refinery Catalog, The 

*Reinhold Publishing Corp. 
50-51, 60-61, 

Reply-O Products Co. 

Revista Industrial 

*Roads and Streets 


Sherman * Plan 

*Siebel Publications 

*Simmons-Boardman Pub 
Corp. 

*Smith, W. R. C.. Pub. Co 

*Snips Magazine 

*Southern Power and Industry 

*Southwest Builder & Contractor 

Steel : 

*Surplus Record 

*Sweet’s Catalog Service 

Swing-O-Ring 


*Telephone Enginee: 

*Texas Contracto, 

*Textile Catalogs 

Textile World 

*Textiles Panamericanos 
*Thomas Publishing Co 
*Thomas’ Register 

Topflight Tape Co. 
Transportation Supply News 


Wall Street Journal, The 
*Western Builder 
*Western Newspaper Union 
*Wood Products 

World Oil 


*Yachting 


“For Detailed Reference Data See THE MARKET DATA BOOK. 
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